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NLESS you sell your goods 

the first time you show them 
the chances are the “lookers’”’ will 
buy somewhere else, and often it is 
Twilight Zone* that costs you these 
sales and _ profits. Merchandise 
can't make its strongest appeal if 
it is handicapped by Twilight Zone* 
lighting, even though it is of good 
quality, prominently displayed and 
fairly priced. Only adequate glare- 
less light shows it to full advantage 
and makes people eager to buy it. 


If shoppers take much time looking 
at your goods but often leave your 
store without buying, test for Tzi- 
light Zone*. 


TWILIGHT ZONE 
The deceptive half-light be- 
tween obvious darkness and 
adequate illumination. 


Make the phone book test 


Go with a phone book to where your 
clerks and customers stand. Now 
open the phone book at random. 
Does every word stand out sharp, 
clear; can you read any name, ad- 
dress and phone number rapidly 
and with perfect ease? You should 
be able to do so readily—for the 
telephone book is scientifically de- 
signed for perfect legibility under 
proper light. So, if you can’t read 
it easily—if you have to slow up, 
squint or draw the book closer to 
your face—your men are not get- 
ting enough light to wait on cus- 





tomers fast—and your customers 


are not getting enough light to see 


how good your merchandise really 
is. lEyestrain, headaches, fatigue, 
lost time and lost customers, all the 
hazards of the Twilight Zone* are 
at work ham-stringing your profits. 


Rid yourself of Twilight Zone*. 
Make light make you money, not 
cost you money. Place lighting in 
your store on a scientific basis. 


Send for free bulletins 


Write the Commercial Engineering De- 
Department, Bureau 34, Westinghouse 
Lamp Company, 150 Broadway, New 
York City, and we shall be 
glad to send you free bulle- 
tins explaining correct types 


of illumination. 


estinghouse Mazda Lamps 
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Window competition is keen. To meet it successfully, 
your displays must be dynamic—dominating all other bids 
for attention. You can put Commanding Sales Appeal in 
your windows with the Cutawl. Then you will attract 
passers by and increase sales. With this machine you 
can provide striking, original displays at surprisingly low 
cost and give full play to your creative talents without fear 
of excessive expense. Backgrounds, settings, panels, 
grilles, poster cutouts, lifelike figures—either simple or 
elaborate—can be produced at from one-third to two- 
thirds the cost of any other method. Try the Cutawl 
without obligation and see for yourself how it will reduce 
the cost and increase the effectiveness of your display 
advertising. 





_ FREE TEN DAY TRIA 
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Gulawt Prices are DOWNI 


A recent drastic reduction in price on the K8 and rebuilt 
models brings the Cutawl within the means of EVERY dis- 
play department or individual. On our Easy Payment Terms, 


INTERNATIONAL REGISTER COMPANY the Cutawl will: pay for itself with the extra profits it creates. 
13 South Throop St., Chicago, Ill. 11-32 
, nae : Send for ‘‘Cutawl Helps”, our helpful Free Bulletin 
Without obligation, you may send full particulars about the of Creative Ideas for advertising display. Your 
Cutawl, the new lower price and your Ten Day Free Trial Offer. copy is waiting. Ask for it on the Coupon. 





oe INTERNATIONAL REGISTER CO. 








sia 13 So. Throop St., Chicago, Il. 


City. State. 











{ ] Send Free Copy of the Latest issue of ‘‘Cutawl Helps.” 
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‘Two-Dimensional 


Display 


CONSIDERING THE WORK OF MARTHA 
HARRIS — AN AMERICAN IN LONDON 


Lonpon, during the past few months, has observed a 
new style of display in the windows of Jaeger, Oxford Street, 
and H. J. Nicoll & Co., Ltd., Regent Street. This new style of 
display is two-dimensional in application. It is an entire 
breakaway from the accepted methods of merchandising 
ready-made garments, and the originator is Miss Marth 
Harris. 

The displays are mostly of fashion goods, such as frocks, 
costumes, underwear. The idea around which the displays 
evolve lies in the fact that the goods are shown ffat, either 
on large especially constructed shapes such as circles, or on a 
flat surface such as an ‘inclined plane. The goods, however, 
are so arranged that they take’ ona most attractive appear- 
ance. The merchandise is shaped out just as if they were a 
fashion drawing in a catalogue. 


In asking Miss Harris how she came to originate this new, 
successful style of merchandising displays, she said, “It just 
happened.” She was designing displays for Jaegers, produc- 
ing settings of a very modern order, but when the goods were 
shown in them the completed display somehow just missed. 
The displays were not right, and it didn’t take Miss Harris 
very long to reach the conclusion that the difficulty lay with 
the fittings. The ordinary, conventional bust form did not fit 
into her scheme of display at all. So Miss Harris devised 
the method of showing the goods flat, and found her technique 
of presentation was just what she was trying to achieve. 

This new form of two-dimensional display can best be 
described by comparing it with fashion drawings. It should 
be mentioned that this new treatment of the garments very 
(Continued on page 40) 








The “Contintental” 
In An American Manner 


Winvow display is entering a new era; an era developing 
simplicity as its one outstanding mark of identification; a 
display technique so plain and clear that once its rules have 
been mastered and its fundamentals understood, the problem 
of display merchandising ceases to concern the displayman. 
This new phase of window merchandising is referred to as 
“Continental,” and as it makes a complete departure from 
methods American, its name is certainly appropriate—be- 
sides, America has borrowed largely of the display ideas 
developed on the Continent in the production of the new 
American. 

The mark of distinction determining an American from 
a German, French, Danish, Swedish display lies in our con- 
ception of line and order; and while many European back- 
ground ideas and unique presentations of merchandise still 
dominate this new field of display, American displaymen are 
rapidly restoring order to this new display chaos. American 
displays have a long hill to climb before they can equal the 
creativeness of Continental displays, but that hill will be 
marked with definite departures from the original pattern 
resulting in a technique decidedly refined. 


DISPLAY 
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—The “Back To 
School” background 
panel and plateau 
were in tan. Cut-out 
letters in red; cut-out 
poster and trunk in 
red and black. Suits, 
Oxford grey, brown 
and grey. A complete 
ensemble of furnish- 
ings in colors to har- 
monize were shown 
with each suit— 


Technique— 


By ROY A. SCHNEIDER 
DISPLAY DIRECTOR 
DUNLAY CLOTHES SHOP 
CINCINNATI, OHIO 


I am not going to attempt to cover every technical phase 
entering into the development of this new departure in the 
show window presentation of goods; a book could be written 
covering its many peculiarities—and one probably will be 
written.. Rather, I will confine my findings on the subject 
to an analytical review of the four displays pictured with 
this article and to several outstanding fundamentals easily 
observed where true display continentalism is introduced in 
the presentation of goods in show windows. Many funda- 
mentals enter into the correct presentation of goods in con- 
tinental displays, but space limitations must necessarily limit 
my brief analysis to but three of the predominating tech- 
nicalities—contrast, form and line. 


My analysis is difficult to begin because of the scope of 
the subject. The first consideration, contrast, for example, 
can be divided into three major essentials—contrast between 
backgrounds; contrast between merchandise; contrast be- 
tween windows—with each rule, law or consideration divid- 
ing itself again into several minor fundamentals. The same 
is true of line and form. If this article seems rather abrupt 
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and is confined mostly to fundamentals, my readers will ap- 
preciate my predicament. 

The first contrast consideration confines itself to the con- 
trast between temporary and permanent backgrounds and 
between merchandise and background. The illustrations of 
my displays will indicate the control of contrast demanded 
by Continental window merchandising. If you are to have 


—A decidedly “Con- 
tinental” touch was 
achieved in the “Tai- 
loring” trim by the 
use of modern head 
cut-outs. These cut- 
outs introduced three 
fabrics which, com- 
bined with two bolt 
drapes and a suit in 
the course of tailor- 
ing, introduced to 
“Men who enjoy fine 
custom tailored 
clothes” the oppor- 
tunity to purchase a 
suit at the new low 
price of $55— 


—In the “English 
Drape” display we 
find a background 
panel and plateau in 
grey, silver and black. 
Lettering on the up- 
per left hand corner 
in red. The _ suits 
were brown and Ox- 
ford grey. A com- 
plete ensemble of fur- 
nishings were shown 
with each suit— 
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good Continental displays, contrast must be maintained. 
Study the four trims reproduced with this story and analyze 
them for contrast. Study the hat display on the cover. Con- 
trast the plateau arrangement for color; contrast the tem- 
porary background with the permanent, and the contrast ob- 
tained between backgrounds and merchandise. Study, also, 
(Continued on page 23) 
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Fall Comes to Portland’s 


Retail Displays 


T ue retail fall opening that descended upon 35,000 Port- 
landers—estimated police count of people in shopping district 
the night of the opening—August 25, gave Portland the most 
beautiful, practical, interesting and different displays that it 
has been that city’s privilege to view in many a year. Yes, 
“in this year of the depression” Liebes, Charles Berg, Olds, 
Wortman & King, The Eas‘ern Outfitting Co., Lipman, Wolfe 
& Company and dozens of specialty and smaller stores co- 
operated in creating an atmosphere of beauty for the presenta- 
tion of new fall fashions that will remain unrivaled for many 
years on the Pacific coast. There was only one disappoint- 
ment, Meier & Frank’s (Portland’s own store), while partici- 








pating in the opening, confined their displays in most instances 
to smart merchandise presentations, preferring to delay their 
displays until the formal opening of their new store in 
October—there’il ke more about their opening in a later issue 
of DISPLAY WORLD. 

Portland’s fall opening was different in more ways than 
one. The exclamation on most everyones’ lips was, “The 
backgrounds certainly don’t indicate a depression!” Nor 
did they! Take a look at the four backgrounds reproduced 
on these two pages and judge the cost of the backgrounds 
yourself. Yes, Portland spent money on their fall opening 
displays! And they weren’t stingy! True, new backgrounds 


DISPLAY BY 
PAUL DURAND 
OLDS, WORTMAN 
& KING 


—Displaying a lustrous 
formal afternoon gown 
of softly gleaming black 
chiffon velvet. Holly- 
hock background motif 
dominates the  presen- 
tation— 


—Shimmering satin in 
two new fall shades, 
“Dusty Pink” and “Ice 
Blue,” were presented in 
this exquisite display. A 
peacock on a spray of 
dogwood is the back- 
ground feature— 


DISPLAY BY 
PAUL DURAND 
OLDS, WORTMAN 
& KING 
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DISPLAY BY 

FRITZ VON SCHMIDT 
LIPMAN WOLFE 

& CO. 


—Shaga crepe in the new 
color, Red Earth. Back- 
ground is in red chalk 
on wheat color panel; 
wheat is used instead of 
flowers— 
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—Display of new fall 
millinery. Brown hats 
trimmed with chartreuse 


velvet. Background in 

red chalk on wheat col- 
ored panel— 

DISPLAY BY 


FRITZ VON SCHMIDT 
LIPMAN WOLFE 
& CO. 


weren’t created for every window in the larger stores, but the 
backgrounds that were changed revealed displays of sheer 
loveliness and good taste. 

The creation of a certain decorative theme and the devel- 
opment of that same theme throughout the various windows 
gave the fronts continuity. This sameness of displays was 
evident in every front. Olds, Wortman & King introduced 
a huge painting of flowers and birds on velvet in their “key” 
window, and then used the same theme throughout their front. 
Each window background was different as the paintings var- 
ied. For example, the painting in one window was of a spray 
of roses; dogwood in another. Lipman, Wolfe & Company 
used a series of modern harvest paintings for background 
decorations, which with the use of wheat for decorative relief 
presented a distinguished front at that store. Cut flowers, 
incidently, appeared in most every window in Portland during 
the opening; artificial flowers and sprays are seldom used. 





The date for Portland’s fall opening was set for August 
25. This gave Portlanders the first introduction of fall fash- 
ions on the Pacific coast. The Seattle opening followed a 
week later, while San Francisco never sees the new until 
the opening of the opera which this year was the third 
week in October. The real reason for the early opening in 
the “Rose City” was the American Legion Convention. It 
was held in Portland September 12-15, and the merchants 
wanted to put on a real retail show for the legionaries. 

Unlike many openings in Portland, the 1932 display was 
not accompanied with “Oregon Mist.” The public didn’t have 
to look at the new fall fashions from the windows of auto- 
mobiles or street cars, or from under or over the tops of 
umbrellas. August 25 was a perfect day. The windows had 
been covered for three days, and when the windows were un- 
covered in the evening the close inspection given the displays 
resulted in very gratifying business for Portland merchants. 
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Practical Aspects of 
Display Psychology 


Dispray advertising was the first and only type adver- 
tising employed in primitive retail business, and has pre- 
served its important function in the sale of goods to the pres- 
ent day. There has been a sound psychological reason for 
this fact; namely, that the real object is always more potent 
as a determinant of buying than is its picture, even though the 
picture may be painted in the attractive colors now available 
to the modern print advertiser. And incidentally, the up-to- 
date displayman today must be an artist. He must under- 
stand color effects in the same fashion as does the theatre ar- 
tist, for the use of artificial illumination upon the painted 
backgrounds for his windows is a decided factor in their 
artistic effect. 

In this connection I might repeat the suggestion I made 
before the Chicago Display Advertisers’ meeting a year ago. 
You are all familiar with the rules of color harmony.. But 
an easy way to derive them, in case you should ever be in 
doubt, is to remember the color square. The color square is 
based upon the color spectrum and the Hering theory. The 
Hering color theory presupposes three visual substances: a 
red-green, a blue-yellow, and a black-white. If we stare at 
any one of the two members of a pair, and then gaze at a 
white or gray background, we soon see the other color ap- 
pearing. This second color is called the complement of the 
first, and always makes its mate appear richer and brighter. 
It is for this psychological reason that you are told that reds 
and green go together well, and that blues and yellows rein- 
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By GEORGE W. CRANE 
DEPT. OF PSYCHOLOGY 
NORTHWESTERN UNIVERSITY 
EVANSTON, ILL. | 


force one another. Those members on the color square that 
are opposite one another, as shown by the diagonal lines in 
Figure 1, go together well. But the proper employment of 
color is undoubtedly an old story to you. After all, though 
it is a very important asset of the skillful displayman, it is 
not his only instrument for favorably affecting the pedestrian 
and motorist public that constitute his audience. 

The work of the display advertiser, to a considerable ex- 
tent, is to build up the “feeling tone” or personality attached 
to any business institution. If the public reacts to your store 
as a quality house or as a cut price establishment it is partly 
owing te the way you have contacted that same public 
through the medium of the window displays. It is always 
well to remember that the display window, like a dress, not 
only serves as an attention attracter but may largely de- 
termine the public’s reaction to your firm. If you have a 
cheap house dress effect you give rise to one type of feeling 
tone; if you create a beautiful evening gown effect by means 
of your window display work then the public reacts differ- 
ently. It is true, of course, that the class of merchandise that 
your firm deals in and the customer clientele that it strives 
to reach will determine in some measure the nature and effec- 
tiveness of your display program. But artistry and skill will 
always show themselves regardless of the tools and equipment 
with which you have to deal. 

As an expert, I want you to decide which of the following 
four Chicago stores is most suggestive of quality feeling tone 
—Goldblott’s, Davis, Boston, Field’s. That you will select 
Field’s as most representative is not questioned—that is the 
selection made by the I. A. D. M. at their thirty-fifth annual 
convention. But, now, which of the other three stores is most 
like Field’s in the quality feeling tone? ....the I. A. D. M. 
selected the Davis store; now, which of the remaining two is 
more like Field’s? In Table 1, I list horizontally these four 
stores in order of quality feeling tone connoted, and at the 
left I present five well advertised products. I want you to 
consider each of these brands separately, comparing it with 
Field’s; then Davis store; then Boston store; then Green- 
blatt’s, and check which of the four stores it most nearly re- 
sembles in the feeling tone attaching thereto. I have left the 
chart blank in order that every reader may make his own 
selection. The selection made by the I. A. D. M. will be 
found at the end of this article. 

The reason that I present this experiment here is to bring 
out the fact that these five cigarettes have been introduced 
to you daily or weekly through some form of print advertis- 
ing media. You may not have purchased and smoked all 
five brands. Indeed, you may never have smoked any of the 
five. But you are still able to make rather quick decisions as 
to the feeling tone suggested by each of the five. 

The same daily or weekly effect that your display windows 
are having upon your public is building up in them distinc- 
tions in feeling tone between your firm and rival firms so that 
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later on, if the passers-by were asked to rank your store and 
your rivals’, they could probably do so just as readily as have 
ranked the cigarettes. 

The main thing to remember is that the public doesn’t 
form its opinion on the basis of a single clever window dis- 
play no more than you have formed your estimate of the 
cigarettes on the basis of a single advertisement, but that 
your public is subtly appreciating the apron, frock, or evening 
gown with which you dress your establishment week after 
week through the medium of the display windows. You 
cannot create a dowdy apron effect one week, followed by an 
evening gown felling tone the next, and expect your public to 
remember only the latter. A consistently high level of skill 
and beauty must be maintained in all your display exhibits, 
just as Chesterfields have been presented in consistently 
quality advertising exhibits, 

What we have just been discussing pertains to the first 
task of the display advertiser; to wit, keeping up a consistent 
and uniform feeling tone or “personality” for the store. This 
you do in every display, week after week. It is a general 
effect. 

The second task of the displayman is that of reminding 
buyers of goods which they had already planned to purchase 
but had forgotten in the meantime. Carried to the nth de- 
gree, we see this kind of display work in the drug stores, 
particularly Walgreen’s. Here is a miscellaneous assort- 
ment with little or no attempt to unity about a central theme 
or idea, 

The third task is that of awakening the public to the new 
desires, or to change in styles, and the advent of seasonal 
demands. The bathing suit and summer dress displays in 
every carefully display merchandise store are examples. 
Such trims are partly an educational function of display. In 
this third task the displayman must exercise all his ingenuity, 
for it involves producing enough desire in the passers-by to 
make them stop, enter the store and purchase. 


Although the great increase in street car and automobile 
traffic has imposed the necessity upon the displayman of ar- 
ranging and unifying his window effects for short exposures 
by more distant observers, his most active public is the pedes- 
trian. And his effect upon the pedestrian seems to vary in- 
versely as the square of the distance from the window. A 
pedestrian who is walking five feet from the window is about 
four times as likely to look and even stop to admire an ex- 
hibit as the person ten feet away from the window. 


On the wide Chicago loop sidewalks, for example, you can 
run a line down the middle of the walk, parallel to the win- 
dow frontage, and separate roughly the curb half of the pedes- 
trian traffic from the window half. Those in the curb half 
pay very little attention to the windows, and seldom stop. 
In checking the action of 100 adult women walking along 
singly, it was found that one out of every ten of them in the 
window half of the sidewalk stopped before a summer dress 
window at Field’s, on State Street, while only two out of a 
hundred curb pedestrians stopped before the same windows. 
A similar check of a bathing suit display at the Fair on State 
Street gave identical results. 


In measuring the effectiveness of a display, I recommend 
the objective time test. For example, I have had students 
check the average walking time of adult women who were 
alone and walking along Michigan Avenue on a normally 
crowded sidewalk, and away from window displays. The 
test was made just north of the Tribune Building and on 
the west side of the street. The adult woman under such 
circumstances requires 0.254 seconds per foot of ground 
covered. In Table 2, I have presented a comparison of 100 
(Continued on page 30) 







































































9 
TABLE 1. 
Cigarette | | | | 
Brands | Field’s | Davis | Boston (Goldblatt’s 
| | | 
Camels | | | 
| | | | 
Chesterfields | | | | 
| | | 
Lucky Strike | | | | 
| ! 
Clowns | | | 
| | | 
Old Gold | | | 
TABLE 2. 
Average walking time of adult woman alone. .0.254 secs/ft. 
(Not in a built-up region.) 
Same for Field’s Summer Dresses Windows. .0.383 secs/ft. 
Same for Fair’s Bathing Suits Exhibit........ 0.330 secs/ft. 
TABLE 3. 
Field’s Fair’s 


(2 Windows—38 ft.) 


seconds 


“I 


10 seconds 
12 seconds 
14 seconds 


36 (Woman aged 25, 
stopped at each window) 


16 (Woman aged 30; 1 
stop) 


13 seconds 


15 (Woman aged 40; 1 
stop) 


11 seconds 


10 seconds 





(1 Window—20 ft.) 
5 seconds 
5 seconds 
6 seconds 
4 seconds 
20 (Woman aged 20) 
5 seconds 


8 (Woman aged 19; 
paused) 


6 seconds 
5 seconds 


4 seconds 
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In the 1933 Display “Bag” 


As the sale of goods in January is directly responsible for 
the “follow the sun southward” idea, here are six ideas that 
will help make that southern trek possible. The ideas are 
modern; they are Continental; they represent twentieth cen- 
tury display merchandising ideas. The success of their in- 
stallation depends, however, upon the faithfulness of their 
reproduction. You must “follow through.” The background 
idea for “South” will merchandise ready-to-wear and fabrics 
just as attractively as men’s wear. The “White Goods” sale 
background can be adapted for towels and shirts, and just 
as effectively for clothing, ready-made garments, underwear, 
hosiery, shoes, fabrics. 


SOUTH 

Suggesting an effective unitized presentation for men’s 
wear. Each unit will display the merchandise suggested by 
the background. The background scene ideas will be made 
of felt or cut-out wallboard. The display of goods is limited 
only by the number of background sketch ideas created. A 
more general background sketch can be designed for the 
displaying of various sport merchandise. For example, for 
the presentation of goods associated with the various sports 
a background sketch panel could depict sport equipment like 
golf clubs, polo mallets, tennis rackets. For formal ensem- 
bles, a background sketch suggesting evening, jazz orchestra, 
moonlight effect, dance scene could be used. ... For the 
merchandising of ready-to-wear just change the character 
of the figures on the background sketches. ... Background 
sketches should be worked out in warm colors, bright blues, 
reds, yellows, greens. 


SALE WHITE GOODS 

Let’s have white goods displays in January, 1933, that will 
depict the smartness of Continental presentations, yet the 
order of American ingenuity. The white goods in this presen- 
tation remains in its original form. In other words, not one 
piece will be opened—-the size of the sheets and cases can be 
indicated very effectively on price cards. Watch your angles! 
The placement of stacks of sheets, cases and bolts of sheeting, 
toweling, etc., must follow the line of the display—there will 
be no excuse for odd angles. ... Background of strong con- 
trast, black and white. 


ENSEMBLE PANEL DESIGN 

Interesting design for January. Idea does not suggest any 
season; colors used in its presentation will determine its 
use. With southern goods, warm colors should be employed 
in the execution of the design; with sale goods, cold, sombre 
colors. ... Panel must be built in relief if it is to be effective. 
Two or three reliefs can be secured. 


SALE! HURRY! 

Smart, modern idea for men’s wear sale windows. Nature 
of sale can be identified by adding additional copy—shirts, 
ties, socks, shoes, underwear, suits, overcoats. . . . Figure 
should be in one relief; copy in one relief. ... Colors of panel 
in strong contrasts. ... Change the figure to use with ready- 
to-wear. 


NORTH OR SOUTH 

Original background panel idea for Southern wear mer- 
chandise. Background can consist of two ensemble panels 
or of a single panel background; entire background can be 
produced by adding plain panels at the ends of the decorative 
center panel... . Panel colors must contrast. Storm sky in 
blue, orange and yellow; field in green. 


FIXTURE SET-UP 

Top design represents set-up for clothing presentation. 
Following the set-up sketch; bathing suits will be shown on 
three forms in the center unit. Accessories consisting of 
bathing equipment and clothing will be shown on stands. 
Tennis and golf clothing and accessories will be featured in 
each unit, and in front of their respective background sketch 
panels, 

Bottom fixture set-up indicates the arrangement that must 
be followed if the white goods display is to reproduce the 
idea suggested by the drawing. The bulking of merchandise 
on the right side of the window is offset by two tall stacks 
of sheets or sheeting at the left front of the window and the 
arrangement of the cut-out copy running from the right back- 
ground to the left center. ... No fixtures are used in the 
presentation of the goods. ... Follow the same set-up idea 
suggested in the white goods presentation in the merchandis- 
ing of other January white goods sale items. Such mer- 
chandise can include ready-to-wear, clothing, fabrics. 
EARLY SPRING BACKGROUND 

Bottom sketch, while rather small, indicates a smart 
spring background.. Don’t attempt to reproduce it unless 
you are an experienced displayman. . . . Background of pale 
green; moulding strips running from center upright mould- 
ing relief around the sides of the background in pale yellow 
or gold; fountain effect in silver; background sky blue or 
orchid. Fountain effect will be cut from wallboard. 
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—The three sheet poster for use on 
the sides of the buildings which in 
many cases house the dealer’s store. 
The poster is coordinated in design and 
colors with the store display material— 


—The door or window poster. Except 

for the fact that the window display 

is an oval cutout, both pieces are iden- 
tical in color and composition— 


—The merchandising counter display 

makes use of the same general design 

and colors and in addition holds six 

packages of Union Leader Smoking 
Tobacco— 


—The Window Cut-out is a giant tin in 
actual colors against a silver back- 
ground. It is coordinated in design 
and colors with the counter display, the 
poster and the three sheet poster— 
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For sheer merchandising genius, the tobacco industry 
bows to no master. Whenever the latent possibilities of se- 
curing new material seem to be exhausted, up pops one of the 
tobacco companies with a brand new slant. This year the 
manufacturers of Union Leader were assisted rather than 
hindered by the persistent refusal of business to improve 
itself. This company decided to take advantage of a situa- 
tion rather than to make any attempt to change it. 

Figures for total tobacco consumption have not dropped 
off proportionately with those of other commodities during 
the last three years. This condition is due to a number of 
factors among which are the following: 

1. Refusal on the part of the tobacco industry to 
become panicky and to allow advertising and sales 
efforts to lag. 

2. Increased leisure for considerable portion of the 
smoking population. 

3. Increased consumption of tobacco by women, as 
evidenced to some extent by sales of cigarettes through 
the food chains. 

Granted that the total sales were holding up fairly well, 
there is no denying, on the other hand, that most incomes 
had been cut down and that the time was not far off when 
many addicts would be compelled to lower the costs of their 
smoke enjoyment. 

Cigarettes constitute the largest single item in the con- 
sumption of tobacco products, and any campaign based on 
an economy appeal must be directed against that commodity 
in order to show any appreciable results. When these facts 
are taken into consideration, the answer obviously is a “roll 
your own” campaign. Cigarette papers are easily forgotten 
when purchasing tobacco by the tin and even when remem- 
bered, constitute a small strain on the smoking budget. But 
here is a solution—a package of cigarette papers could be 
presented gratis with every purchase of a tin of Union Leader 
Smoking Tobacco. So far we have considered only theory 
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and not practice. Having evolved the idea, the next step 
is to put it into execution. 

Here again Union Leader stole a march. A decision was 
made to rely on dealer cooperation, rather than on consumer 
demand. Now to obtain dealer ccoperation, you must give 
the retailer the materials that tell the story and sell the prod- 
uct. And that means coordination of the display material— 
an established practice in the tobacco industry—and one of 
the reasons for the effectiveness of tobacco displays in pro- 
ducing sales results. Note how in this campaign the de- 
cision was made to coordinate not only the various pieces 
of display material—window, counter and door—but also 
to include the three sheets that are posted on the buildings 
which, in many cases, house the dealer’s store. The pros- 
pect is reminded on all sides—building exterior, store win- 
dow, entrance door and dealer’s counter—that he can be 
economical; that he can roll his own; that he can buy all 
the “makings” for ten cents. In the counter display stand 
the dual products—ready to be removed and use at the first 
sign of a hard, thin dime. 

The keynote is simplicity. There is nothing to study and 
digest. The complete story can be assimilated at a glance— 
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THAT'S ALL 


By CHARLES J. HAUK, JR. 
NEW YORK CITY 


inside or outside the store. This Union Leader campaign was 
designed and executed by Atlantic Lithographic and Printing 
Company of New York, N. Y. 

Union Leader Smoking Tobacco is manufactured by P. 
Lorillard Co., Inc. It enjoys national distribution, and this 
last complete set of display material was shown in all parts 
of the United States, frequently for three and four weeks at 
a time. 

(Editor’s note: The 1931 census of manufacturers shows 
that the total value of all tobacco products during that year 
was $1,154,633,189. This figure is made up as follows: 
$672,640,501 for cigarettes; $223,125,677 for cigars; $258,867,011 
for chewing and smoking tobacco, snuff and other products 
.... The total decrease for the entire industry from 1929 
to 1931 was 7.4 per cent. This loss occurred principally 
in the sales of cigars. This is evidenced by the consumption 
figures shown above for cigarettes and tobacco. ... If we 
eliminate plug, twist and fine cut and use only the figures 
for smoking tobacco, the year 1930 actually shows an increase 
in pounds manufactured over the years 1928 and 1929. There 
are as follows: 1928—231,134,105 pounds; 1929—229,585,163 
pounds; 1930—232,012,383 pounds.) 
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Continental Window Display 


Fixture Art 


SPR ARISE A A ROMMEL 


—In design “A,” the millinery bases 

with small plateaux for the displaying 

of accessories are most unusual and 

very easy to handle. They can be had 

in the different heights. Chrome and 

black ebony combinations would pro- 
vide excellent displays— 


eee 


—The millinery display unit in design 

“B,” is rather unusual and yet very 

simple. It carries a very strong appeal 

for small wear merchandise. This dis- 

player, like the displayers in “A” is a 

chrome combination with black ebony 
finish— 


ee 


—The fixtures illustrated in design “C,” 

could be made in miniature for show- 

case displays. Such a fixture would 

prove very practical as it will display 
almost anything— 
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—Design “D,” is a very definite Con- 

tinental displayer. It is a very un- 

usual fixture, one that will show al- 
most any merchandise— 


By RAOUL AUTHIER 
CREATOR DESIGNER 
STUDIO SIEGEL (PARIS) 
NEW YORK CITY 


Tue necessity of smart and unusual display fixtures, either 
for windows or interior work, bear a sales value of the ut- 
most importance. A good many departments in stores can 
easily increase their sales by having their merchandise pre- 
sented properly. In this case I am referring to gloves, bags, 
handkerchiefs, and all types of small-ware merchandise. 


The Continental Art, as described in these illustrations, 
shows a very good example of the possibility of a new line 
of display fixtures, in the modern manner, without being far 
from offensive. 


For a good many years the old pedestal and plateaux 
have been the latest and only means of displaying small 
merchandise, but since Continental Art has made its ap- 
pearance in Europe, and now in America, the possibilities 
of a variety of fixtures has brought up a thousand ways of 
presentation of articles to the best of their value. 


Although Continental Art is usually rather severe, the 
beauty of its simplicity is its greatest asset; this simplicity 
accentuates the merchandise. That is why this new technique 
of display brings to merchants and displaymen such a variety 
of exhibition. 


I emphasize metal and chromium finish, also brushed 
nickle, copper and others, all combined with wood. The 
effect of Continental fixtures combined with modern window 
arrangement and lighting bring a glamorous, scintilation 
to the eye. 


WINDY Oe as 


—The fixtures and background design 
of the “WINDOW” design are Con- 
tinental in technique and execution. 
This unusual grouping idea, by the use 
of metal and wood combined in similar 
fashion as the other fixtures, results 
in a very dignified display. The presen- 
tation of merchandise is very interest- 
ing and different, and such displays 
would command attention— 
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purchase! 








= DISPLAYS ... are the most accurate 
media to be considered at this all-importont point... Your adver- 
tising program has encompassed every possible idea that would 
lead the consumer to desire your merchandise ... but with Branded 
Merchandise you must go one step farther .. . INSTALLED DISPLAYS 
command... as well as advise . . . the purchasers just where they 
might secure your product. 


INSTALLED DISPLAYS tell your story to those who are ina 
physical position to buy . . . and to buy immediately . . . The infor- 
mation ... the persuasive message . . . at the Point-of-Purchase is 
the climax of your entire advertising set-up ... It is at this point and 
only at this point that moneys are drawn from the consumers’ 
pockets in exchange. 


The manner in which your display material is distributed is of 
most importance... We repeat ... that with Branded Merchandise 
you must carry your message on to the ultimate end of a successful 
climax .. . by using . . . INSTALLED DISPLAYS and assure yourself 


of their intended . . . proper use. 


“INSTALLED DISPLAYS—FOR LOW COST SALES RESULTS” 


National advertisers are enjoying results from the use of this medium... 
They are appreciative of its low cost...We invite your inquiries... This group 
is in a position to place INSTALLED DISPLAYS in your entire retail market or 
any region in which you might wish to promote increased sales or combat a 
difficult local situation... You may contact 1 or 135 offices... secure 1 or 135 
quotations and issue 1 or 135 orders for INSTALLED DISPLAYS in quantities 
of 10 to 10,000. 


o the executive 
-»-»- branded 


merchandise 
MUST carry on 
to the point-of- 
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responsible for PROFIT 


WINDOW DISPLAY INSTALLATION ... a monthly publication issued by this 
group in the interest of INSTALLED DISPLAYS... will be gladly forwarded 
you each month without obligation ... Please write ...on your letterhead..- 
to Edward J. Stefan, Editor, 1920 W. Vliet Street, Milwaukee, Wisconsin: 
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ALABAMA KANSAS 
Pennington Scott Display Service, R. E. McNown, 
1906H N. Fifth Ave., Birmingham 108 E. 8th St., Topeka 
Tri-State Display Service, KENTUCKY 


54 So. Franklin St., Mobile Blue Gress Display Service, 


ARIZONA 903 So. Limestone St., Lexington 
Waghorn-Whitson Display Service, Myers Display Service, 
142 So. Central Ave., Phoenix 415 W. Main St., Louisville 
ARKANSAS LOUISIANA 


Perdue Display Service, Nall & Nall, 

2700 Marshall St., Little Rock ro oo Bn Raa nr sg 
CALIFORNIA ark Long Display Service, 
Parmley Window Display Service, 218 Travis St., Shreveport 

1220 W. Pico St., Los Angeles MARYLAND 
COLORADO Benj. Chas. Margolis, 
R. A. Bennett Display Service, 26 So. Charles St., Baltimore 
1346 Larimer St., Denver MASSACHUSETTS 
CONNECTICUT United Display Corporation, 
The Herberger-Coughlin Display Co...” -7istol_St., Boston 
273 State St., New Haven MICHIGAN 


Wayne Services, Inc. 
DISTRICT OF COLUMBIA 436 E. Woodbridge St., Detroit 


The Gold-Brager Company, Inc., MINNESOTA 
ae N. W., A. M. Wagner Display Service, 
Bes TSS 510 First Ave., Minneapolis 
FLORIDA MISSISSIPPI 


Cross Display Service Capital Displa 
821 Lorca St., Coral Gables (Miami) oe 211, pong illite 


Kendrick Display Service 
3710 Santiago St., Tampa Pr cen 
> Abs 5 


GEORGIA 218 No. Wall St., Joplin 
Virgil W. Shepard, “Bowman Designing Company, 
21 Courtland, S. E., Atlanta 3032 Main St., Kansas City 
A. J. Coffee & Son, Cunningham Display Service, 
479 Orange St., Macon 815 W. Walnut St., Springfield 


IDAHO Western Display Service, 
Lawrence J. Hannifin, 2728 Olive St., St. Louis 
11th and Main Sts., Boise MONTANA 


Kenneth Adams, 

34 First Avenue, E., Kalispell 
NEBRASKA 

Davison Display Service, Inc., 

423 S. 11th St., Lincoln 


ILLINOIS 
Fisher Display Service, Inc., 
560 W. Lake St., Chicago 
Peoria Show Card Company, 
329% S. Adams St., Peoria : 
Colpitts Advertising Service, Davison Display Service, Inc. 
1243 Vermont St., Quincy 338 Le Flang Bldg., Omaha 
C. H. Grissinger Display Service, NEW JERSEY 
1040 E. State St., Rockford New Jersey Display Service, 
INDIANA 278 No. Day St., Orange 
Forkner Advertising Service, NEW MEXICO ; 
1401 W. 2nd St., Anderson Duke Display Service, 
Neumann’s Window Display Service, 1310 E. Grand Ave., Albuquerque 
313 Jefferson Ave., Evansville NEW YORK 
Jos. I. Cotterill Advtg. Service, 
3325 Reed St., Ft. Wayne 
Fisher Display Service, Inc., 
4133 Jackson St., Gary 376 Pearl St., Buffalo 
National Displays, Inc., Dis-Play-Well, Inc., 
Transportation Bldg., Indianapolis 23 E. 22nd St., New York City 
Fisher Display Service, Inc., NORTH CAROLINA 
810 25th St., South Bend 


201 Front St., Binghamton 


1923 N. Seventh St., Terre Haute NORTH DAKOTA 


Universal Window Display Bureau, 


Window-Craft Display Service, Inc., 


So’n Wind.-Disp. Serv. & Sales, Inc., 
McAlpine Window Display Service, First Nat’l Bank Bldg., Charlotte 


OHIO (continued) 
F. Altman & Son, 
415 So. Third St., Columbus 
Dayton Display Service, 
4 Industries Bldg., Dayton 
OKLAHOMA 
Oklahoma Wind-O-Display Service, 
1643 W. Main St., Oklahoma City 
OREGON 
Portland Window Decorating Co., 
93 N. 15th St., Portland 


PENNSYLVANIA 
Rileigh Window Display Service, 
829 Anthracite Ave., Kingston 
S. J. Hanick Company, 
319 N. 11th St., Philadelphia 
Pittsburgh Window-Craft Service, 
333 E. Carson St., Pittsburgh 


SOUTH CAROLINA 

Criterion Display Service, 

P. O. Box 1232, Columbia 

H. W. Waters, 

109 Cateechee Ave., Greenville 
TENNESSEE 

Hal Cady, 

310 E. 1ith St., Chattanooga 

Knoxville Display Service, 

238 Daylight Block, Knoxville 

Memphis Window Display Service, 

183 Vance Ave., Memphis 

Brinton Window Display Service, 

43244 Church St., Nashville 
TEXAS 

Livingston Display Service, 

P. O. Box 365, Austin 

Sun Display Service, 

3709 Alameda Ave., El Paso 

L. E. Clark Display Service, 

1804 Harrington St., Houston 

Patrick Display Service, 

212 Losoya St., San Antonio 

Matthews Display Service, 

1202 Holliday St., Wichita Falls 
UTAH 

The Window Display Service, 

403 E. 4th So. St., Salt Lake City 
VERMONT 

Oscar Gaudreau, 

45 Rose St., Burlington 
VIRGINIA 

Geo. Melcher, 

1618 McDaniels St., Portsmouth 

Robert Waitt, 

523 E. Main St., Richmond 
WASHINGTON 

Northwest Display Service, Inc., 

115 Blanchard St., Seattle 

Hicks Display Service, 

120 No. Wall St., Spokane 
WEST VIRGINIA 

Monte Little Company, 

1st Huntington Nat’l Bank Arcade, 

Huntington 


IOWA Merchants Display & Window Serv., WISCONSIN 


Des Moines Window Display Service, 1105 Seventh St., N., Fargo 
Register & Tribune Bldg., Des Moines OHIO 

Kenneth C. Finke, Cincinnati Display Service, 
621 Nebraska St., Sioux City 519 Main St., Cincinnati 

J. C. Henson, Wayne Services, Inc. 

329 Mulberry St., Waterloo 1018 St. Clair Ave., Cleveland 


Manke Window Display Service, 
922-Avon St., La Crosse 

Stefan, Inc., 

2130 Rusk St., Madison 

Stefan, Inc., 

1920 W. Vliet St., Milwaukee 


























THIS ADVERTISEMENT IS SPONSORED BY 


THE CO-OPERATIVE COMMITTEE 
AND ASSOCIATE INSTALLERS OF 


WINDOW ADVERTISING INC. 300 FOURTH AVE., N. Y. C. 
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Are Ideas Better 
Than Art? 


Peruaps the question, “Are ideas better than art?” is 
just like asking whether meat is better than potatoes . 

it takes both to make a balanced dish. Art can attract at- 
tention! .... ideas can make sales! The displayman under- 
stands color, form, grouping. He knows his art, but he can- 
not be expected to dig out of his own head the selling facts 
of hundreds of lines of merchandise. That is where he ap- 
preciates cooperation. The self-starting idea that runs under 
its own power and pushes itself into the consciousness of the 
man on the street .... the display that works that out is 
actually ringing the cash register bell. 

Perhaps the most important problem in window display is 
not so much the creation of a display that will attract atten- 
tion or the production that will have the proper atmosphere 
for store or merchandise, but rather the designing of a dis- 
play that will dramatize effectively the actual sales idea of 
the merchandise. In this capacity the display becomes an 
important selling force. When a display succeeds in doing 
all of these things, it can truly be called outstanding. 

Such a display recently appeared in the window of Stern 
Brothers, New York City, for C/B Redi-Shrunk corsets. It 
was all the more noteworthy because corsets have hitherto 
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By ERNEST S. JAROS 
JAROS-ROBB SERVICE 
NEW YORK CITY 


been handled with a certain amount of timidity by display- 
men. The display was planned and produced by the Jaros- 
Robb Service, 1440 Broadway, New York, specialists in store 
promotion for their clients, The Strouse, Adler & Company 
of New Haven, Conn. Ernest S. Jaros and Thomas Robb, 
who created this campaign, believe that every good display 
should not only tell dramatically the sales idea in the mer- 
chandise but also that the merchandise itself should form a 
part of the story and the display. The sales idea of C B 
Redi-Shrunk corsets is that the corset will not shrink even 
after repeated washings—that it will always remain the same 
fit and will not lose its length. 

In planning the display it was immediately seen that if 
the big idea was to be dramatized—“repeated washings will 
not shrink the corset”—some form of repetition would have 
to be utilized in the display Numerous suggestions involving 
comparisons were rejected on the ground that they were of 
negative rather than of positive value. It was finally decided 
to show the merchandise repeatedly in the display and to 
point out that after each washing the merchandise was always 
the same size. 

(Continucd on psge 21) 
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THE FOLLOWING CONCERNS ARE 
UPHOLDING NEW YORK CITY’S 


TRADITIONAL LEADERSHIP IN SUPPLY- 
ING THE COUNTRY’S DISPLAY NEEDS: 


MECCA 


OF THE 











MILEO’S MANNEQUINS 


New Line of Famous Composition Figures 
Many New and Original Models 
Visit Our New York Studios 


MILEO—44 East 8th Street 


fi 
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MESSMORE & DAMON, Inc. + 


Creators of Mechanical Displays for 
Show Window and Advertising 
Purposes 


404-408 W. 27TH STREET as 














J. R. Palmenberg’s Sons, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


1412 BROADWAY (39th St.) 





THE FRINK CORP. 


Show Window Lighting Equipment 
Lighting Engineers for Over 70 Years 


Bridge Plaza, Long Island City 





Beyer Display Service, Inc. 


Creators of Show Window Backgrounds 
and Special Settings, etc. Also 
MONTHLY RENTAL SERVICE 


103 Lexington Ave. (27th St.) 








Einson-Freeman Co., Inc. 
Lithographed Window and Counter Kees 
Displays for National Advertisers ae 
Starr and Borden Aves. 
Long Island City, N. Y. 
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Title Registered U. S. Patent Office 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 
H. C. MENEFEE, President. 


NATHAN SILVERBLATT, Secretary. 
JACK T. CHORD, Managing Editor. 














OUR PLATFORM 


. The Development of Window Display Advertising. 

. More Display Cooperation by Manufacturer and Merchant. 
. Advancement of the Display Service Business. 

. Practical Service to the Display Profession and Industry. 
. Appreciation of Display’s Power in Merchandising. 

. Absolute Independence of Our Editorial Columns. 

The members of the display profession and industry and users 
of window display advertising are earnestly invited to submit maau- 
scripts and photographs for publication. Always give sufficient data 
to make the material of greatest value. Through the columns of 
DISPLAY WORLD your ideas, accomplishments, experiences and 
creations secure nation-wide recognition. Receipt of all material 
acknowledged promptly. When requested, manuscript and photographs 
are returned, but the publishers assume no responsibility in connec- 
tion therewith. Publishers reserve the right to edit all manuscripts. 


Subscription Price, $3.00 Per Year 


$1.00 Additional to Canada and Foreign Countries. 
Advertising Rates Upon Application. 
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AN AMERICAN IN 
LONDON 

Someone has said, “There’s nothing new under the sun,” 
but allow us to discredit that statement. Something new has 
just been discovered in London, and as its creator is an 
American and the creation, displays, we believe this new idea 
deserves comment here—we are referring to “Two-Dimen- 
sional Displays.” 

In reproducing and copying this new effect—and it is 
certain to be aped—let us warn the disp!ayman that its 
effectiveness results in its simplicity and order. Study the 
window on page three and analyze the display technique 
created by Miss Harris. Her style has a certain finesse’ 
that will defy duplication by many displaymen. You ques- 
tion this statement, and in defense we need but point a finger 
at true display fundamentals to find that not one displayman 
in one hundred will know what we’re talking about. Until 
true display fundamentals are understood and mastered how 
can a displayman hope to duplicate the dignity and finish 
of the new display? The style can be copied but the smart- 
ness created by Miss Harris’ technique must remain elusive 
in the facsimiles until the theory underlying the technique 
is understood. 





USE ONLY ESTABLISHED 
SERVICE COMPANIES 

These are the days when the “chiseler” is in his prime. 
He hacks and haws for price concessions even though he 
knows he is striking a bargain that will put the seller in the 
“hole.” More often the “chiseler” is merely a subordinate 
executive that is trying to prove his worth to his company. 
He is generally shortsighted; lacks vision as to the results 
he is trying to accomplish. American business is being sacri- 
ficed at tke altar of “low cost.” 
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The purpose of display installations is too important to be 
purchased only on the basis of price. The installed display 
must do a selling job if it is to justify its expense, and it is 
not difficult to fathom the fact that a saving of 25 per cent in 
the cost per installation may represent not a saving but a 
total loss to his own company. 

Established display service companies everywhere are 
organized better today than ever before. They have developed 
operating methods and checkup systems that insure the ad- 
vertiser effective selling installations. The trimmers them- 
selves have been trained to maintain the highest possible 
standards of installation work, and they have a keen ap- 
preciation of the results which only quality work can accrue. 
Displays are carefully checked and faulty installations are 
rejected and retrimmed without the advertiser’s knowledge. 
The goodwill of the merchants is secured and the windows 
at the choicest locations are obtained. 

It should hardly be necessary to caution buyers of display 
installations against abortive methods of purchasing this 
service that in the end will break down the very result which 
is rightfully expected. A saving of ten to fifteen cents per 
display may after all bring about a complete failure of the 
entire display campaign, not mentioning the destructive in- 
fluence it has on the stability of this important advertising 
medium. 

If you want to get the best results from your window 
display budget entrust your display campaigns to only the 
well established service companies whose experience and 
responsibility you dare not ignore. 





MANUFACTURERS’ ECONOMY, OR 
INSTALLATION MEDIOCRITY? 

It is said that “for sheer merchandising genius, the tobacco 
industry bows to no master,” that “whenever the latent pos- 
sibilities of securing new material seem to be exhausted, up 
pops one of the tobacco companies with a brand new slant” 

. and the business of supplying the great American public 
with “complimentary” tcbacco—complimentary to the throat, 
taste, breath, voice—goes merrily on. 

While tobacco companies have been among the first to 
recognize the “power” of advertising in its many forms— 
newspaper, magazines, billboards, display—they have also 
been first to drop a presentation medium whose progress in 
the past decade has been phenomenal. We’re referring, of 
course, to display installation. 

The concensus of tobacco opinion concerning display in- 
stallation by professional installation concerns seem to be: 
“The installation costing from $1.50 to $2.25 per display, 
and consisting of a few pieces of crepe paper very ordinarily 
arranged, is not justified. Such work can be produced just 
as effectively by our own traveling representatives.” 

Such installations, at their best, can be but mediocre. 
Representatives have a wide territory to cover, and the time 
allowed for installation, including the preparation of windows 
and displays, must be brief. If the representative’s territory 
is large, he has no way of checking the “showing” of the 
displays, and when detailed to act as installation man, his 
coverage of the territory cannot be very thorough. If his 
coverage is thorough, the displays suffer. If the territory is 
small, the cost of representative maintance represents a figure 
not in keeping with installed displays. 

Our questions: 1. “Are the manufacturers’ installations 
as effective as the displays installed by the professional con- 
cern?”.... 2. Do the manufacturers’ savings justify the dif- 
ference in installation effectiveness?”. ... 3. “What should 
be blamed for the manufacturers’ display installation tactics?” 

- MANUFACTURERS’ ECONOMY, OR INSTALLA 
TION MEDIOCRITY? 
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Sport Styles for 
Sagittarius 


By ANITA ARMSTRONG 
ASTROLOGER 


SAGITTARIUS; THE ARCHER— 
NOVEMBER 21 TO DECEMBER 21 


Tus Children of Jupiter. Inclined to be jovial and 
friendly; love travel and change, and dislike routine of any 
sort. These people are unusually lucky but right now are 
having a rather hard time as their ruler is opposing them 
causing misunderstandings and financial difficulties. 


THE NEW MOON 

Cancer rising with Pluto square Uranus causing trouble 
with the underworld which will be disrupting to the com- 
munity. There will be great dissatisfaction among the com- 
mon people, and as Mercury is square Jupiter, there will be 
writings against those in authority. Jupiter is badly aspected 
bringing unpleasant criticism of the government and great 
dissatisfaction among the people. There is also trouble with 
some foreign power and as Mars is conjunct Neptune there 
will be treachery that may result in war unless great diplom- 
acy is used. 


COLORS 

Green is showing over the horizon, although brown is 
still important. Black and white combinations are popular 
for the afternoons and evenings yet the evenings are a riot 
of color. Red will be worn by the young, and some new ma- 
terial of a diaphanous nature should put in an appearance. 


STYLES 

Sleeves are still important, and changing styles are shown 
in neck and waist line—the last is marked by slashes and 
belts. .. . Gloves of all sorts will appear, but I doubt if they 
will be taken up by the public as the Sun and Moon oppose 
the sign of hands and arms. . .. Shoes are out of luck 
although therewill be an effort to corner the market which is 
impossible due to overproduction and lack of cooperation 
among the manufacturers. ... Hats are on the upgrade and 
should make a bit of money for the trade. . . . Interest in 
beautifying the home along economic lines will appeal to 
younger people but opposition from elders is sure to follow 
.... Sagittarius brings sports wear to the fore, and the tai- 
lored costume will be seen at most of the gatherings. 


CONDITIONS 

Leo on the cusp of the second trine the Sun and Moon 
will bring entertainment of a speculative type. Games of 
chance will be popular, and money will be spent on this sort 
of pleasure. . . . There will be many short trips of unusual 
nature; those who travel should be certain they are in no 
danger of scandal or accident as the aspects are bad, so don’t 
hurry away because of a phone call or telegram—be sure it’s 
bona fide before responding. ... Business conditions are un- 
stable. Don’t try to do the impossible, just mark time until 
you get in step with conditions which seem to be a bit like 
one of the new dances. ... We can only sing with Irving 
Berlin, “Say It Isn’t So,” and let it go at that. 
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ATTRACT 


More Women to Your Hosiery 
With These Smart Forms 


Certainly you know about Fairy Forms. Nearly 
every store in the land uses them. But do you 
use them to the best advantage—to attract cus- 
tomers to your latest shades and designs? 


A glance at these smart forms tells a prospect 
how the new hose will look on her legs. And 
that’s what women want to know. Just the thing 
for displaying the new run-proof stitch. Fairy 
Forms are perfect duplicates of the well-formed 
human leg and foot. They are flesh-tinted and 
weighted to stand on their toes—anywhere you 
put them. Easily cleaned with a damp cloth. 
Will last for years. 


Order Fairy Hosiery Forms from your jobber. 
In case he does not have them, write us for full 
information and prices. Mail the coupon below. 


SHOE FORM CO., Inc., Auburn, N. Y. 





Licensed Manufacturing Branches 


Unitep Last Co., Ltp., MonTREAL, QUE. 


Northampton Paris Frankfort Melbourne 
England France Germany Australia 


SHOE FORM CoO., INC. 
Auburn, New York. 


Please send me your free booklet, “The Fairy Form Family.” 
AMANO os Joo ss Sacocencadecenieadceddennacendsccunsceceesdecearseasaaen 
Pama Gos So ohn eee icdea decay swacciwensedadecstdanasaaseassuseuaad 
Dt See Ee Rea Oars eer ORR M Ee BEER, ree Nysy Seto Rye TC 
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BIG 
BEN 


A NUMBER of months ago, Henry Dreyfuss, industrial 
désigner and creator of the scenes for “The Last Mile,” “The 
Cat and the Fiddle,” “Fine and Dandy,” the forthcoming 
musical revue, “Forward March” and a score of other Broad- 
way productions, designed the new Big Ben clock. The his- 
tory of that famous and reliable timepiece has ever since been 
a happy one. 

Now, from Mr. Drayfuss’ creative and practical brain, 
comes a set of new packages for the Ben family that are in 
thorough keeping with the sturdy, decorative, modern and 
trustworth characteristics of the Ben group of the West- 
clox line. Mr. Dreyfuss’ idea in creating the new Ben boxes 
was to carry out the appeal, the smartness and the salability 
of the clocks themselves and to suggest instantly to the eye 
the atmosphere and actual quality of the time pieces inside. 

Four main points appear to have been kept uppermost in 
the creation of these newcomers announced for debut about 
October 18—simplicity, general type of color scheme, dignity 
and legibility. 

The amount of printing on the boxes was kept down to 
a minimum. 

The boxes are in grey and black with vermilion lettering, 
easily read, non-obstrusive but exercizing an immediate and 
insistent appeal to the attention. 

The whole design is sober but with a suave, sophisticated 
manner which bespeaks the new dignity of the alarm clock 
since the new Big Ben dragged it from its hiding place in 
bedroom and kitchen, showed it how to act and how to wear 
its clothes, and thus carved out for it the definite niche it now 
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THE NEW DREYFUSS 
PACKAGES FOR THE 
BIG BEN FAMILY 


occupies among the cultured necessities of urban, suburban 
and rural life. 

In the lettering, which thus becomes a sort of trade mark 
for both the box and the clock, the same legibility has been 
sought and found that distinguishes the hands and dials of 
the newest of the Bens and which proved to be one of their 
greatest sales attractions. 

There are two factors in the design which will probably go 
unobserved by everybody but which were deliberately incor- 
porated by Mr. Dreyfuss. First, the entire design carries the 
eye from left to right, in other words, clockwise; secondly, 
the design consists of five lines, representing the music staff, 
to denote the really musical tones now emanating from Big 
Ben in contrast to his former strident voice. 

The same theme has been carried out on all three of the 
boxes for Big Ben, Baby Ben and Pocket Ben. Previously 
the three sizes of boxes were entirely different in conception 
and appearance. Tying up the entire line in the designs is 
very much in keeping with the best thought in modern mer- 
chandising. 


—Henry Dreyfuss’ de- 
sign for the “new” BIG 
BEN package is distinc- 
tive inasmuch as the de- 
sign carries the eye from 
left to right—clockwise. 
The design consisting of 


ee five lines, representing 


the music staff, denotes 
_ the really musical tones 
now emanating from Big 
Ben in contrast to his 
former strident voice— 
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THE “CONTINENTAL” TECHNIQUE 
IN AN AMERICAN MANNER 


(Continued from page 5) 


the contrast between incidental effects—ribbon strips on 
plateau panels; cut-out letters. Study the contrast in the 
tailoring display; in the English drape and back to school 
trims. (Contrast in some instances is not as clearly indi- 
cated in the photographic reproductions as was the case in 
the actual displays. In the English drape display, for in- 
stance, the cut-out lettering in the upper left-hand section 
of the background was in red on silver.) 

Form and line in displays are usually given the same 
consideration, but such consideration cannot be the case with 
Continental displays. My interpretation of form is “The form 
achieved by the presentation of the merchandise in relation 
to the background,” while I confine line to “The form the 
merchandise and background take in the display.” Balance 
must play an important role in the form and line of a Con- 
tinental trim. The center of the window must be considered. 
Contrast the “form” of the various displays in relation to 
balance and the center of the window. Notice how balance 
is achieved in the hat display by the bulking of the display 
plateau effect from the left to the right, with the hats fol- 
lowing the “line” formed by the arrangement. Study the 
placement of the three cut-out heads and fabric drapes on 
the left center of the tailoring display with relation to the 
suit form and sign poster on the right. The bulking of the 
two suits on the left in the English drape display balances 
the poster on the right. 


Line in the hat display is confined to parallel and right 
and left angles; line in the tailoring display is confined to 
parallel and right angles; line in the school display to par- 
allel and left angles; line in the Engish drape display to 
parallel and left angles. Every angle of background, fix- 
tures and merchandise is important; each line is definite; 
each ensemble is distinctive. 





ARE IDEAS BETTER THAN ART? 
(Continued from page 18) 


Six panels were designed, 3x7 feet each, and hinged into 
pairs, making three pairs. To establish the size factor, a tape 
measure was placed along the right edge of the right panel 
of each pair; a corset was also displayed on each right panel. 
Ribbons, to indicate the fact that the length was always the 
same, were run from the top and bottom of each corset to 
the tape measure. The sales story was dramatized on the 
left hand panels by the use of cartoon and dialogue. One 
sales point was put on each left panel. The panels were 
delicately tinted to create the proper atmosphere for corsets. 


While a striking display effect was obtained by the zig- 
zag screen arrangement of the panels, Stern Brothers found 
the display effective from the point of view of moving mer- 
chandise, and other stores were so enthusiastic that the dis- 
play is now traveling around the country. Another interest- 
ing feature of this display is that it forms a part of a co- 
ordinated promotional plan that the Jaros-Robb Service pro- 
duced for the Strouse, Adler Company, to assist department 
stores in promoting their line of C/B Redi-Shrunk corsets. 
The campaign covers all phases of publicity, and for the 
stores who do not receive the original display, there are com- 
plete plans, sketches, and instructions, for reproducing or 
varying it, as well as for building other displays inside the 
store and for windows. 
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The ultra simplicity of 
modern displays demand 
a thorough knowledge 
and careful attention to 
all details. 


he 
CRESCENT 
BRAND 


Py °y/ 


I, are especially created for 


modernistic showcards. 
The authentic designs, 
pleasing colors and ideal 
surfaces for either brush 
or pen work, make them 
the choice of the leading 
artists and letterers of the 
country. 


































































Send for Samples ‘s 


CHICAGO CARDBOARD COMPANY 
666 Washington Blvd. Chicago 





for riliin Oiethwas Piealeons 


Cleveland Paper Tubes offer almost unlimited possibilities 
for all kinds of modern, distinctive displays—and they are 
economical. 

Set No. 1 Assortment of eight tubes (diameters 1”. 2”, 4”, 
6”, 8”, 10”, 12”, 14”) in six foot lengths—$4.85 F. a4 B. 
Cleveland. 

Set No. 2 Assortment of six tubes (diameters 6”. 8”, 10”, 
12”, 14”, 1614”) in six foot lengths—$6.65 F. O. B. Cleveland. 
Set No. 3. Same as set No. 2 but in 9 foot lengths—$9.90 
F. O. B. Cleveland. 


Order your Assortments Today 


THE CLEVELAND CONTAINER CO. 


10629 Berea Road Cleveland, Ohio 
Plants: Cleveland, Detroit. Hoboken, Philadelphia 
Sales Offices: Pittsburgh, Rochester, Chicago 
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Why Should “I” Join 


A Display Club? 


‘Tue following group of questions, suggestions and “ten- 
point plan,” are not aimed at any individual, organization or 
. club; rather, they are presented here with the soul hope that 
they will serve as a sort of wedge in opening the minds of 
displaymen to the realization of the importance of a real 
display organization, and will be the foundation upon which 
just such a display organization that I suggest will be built. 

The laxness of individual members of the display crafts 
who have not seen fit to become associated with a display 
group is well known. But I believe this will soon be changed. 
Conditions during the past few years have compelled indi- 
viduals as well as organizations to make drastic changes in 
their personal and business organizations, which has resulted 
in the disbandment of certain clubs and the rehabilitation of 
others. The clubs having the whole-hearted support of their 
membership have been successful in overcoming the ob- 
structions projected into their paths by the depression. Such 
clubs have been able to strengthen their foundations. 

The display industry is faced with a crisis. It is futile to 
ignore this crisis; every thinking displayman recognizes the 
existence of certain conditions, and while a great group of 
display conscious men blame certain organizations for the 
failure of display, I wonder if these same men question their 
lack of cooperation as partly responsible for displays’ col- 
lapse? 

Let us pause for a moment and consider one question— 
“Why should I join a display club?” Two years ago when 
most any displayman in a metropolitan center was approached 
with the question, “Why don’t you join the display club?” 
the man in question would usually answer, “Why should I?” 
He would then back up his statement with, “John at Brown’s 
isn’t a member; Smith at Green’s isn’t a member, in fact 
none of the big fellows are in the club, so why should I join? 
What can I get out at it?”. ... The conscientious workers 
in the display groups have always known their handicap. 
They recognize the inevitable question, “What can I get out 
of it?” only to well, but could they condemn the individual 
for his non-support of club activities when he was interested 
in only what “he” could “get” out of such an affiliation. The 
argument that the growth of an individual is measured 
by what he “gives” never has and never will obtain the 
support of the men in any line of endeavor interested princi- 
pally in what they can “get.” Their ego informs them that 
they need no further knowledge; that they are authorities 
on their subjects; that it will avail them nothing to affiliate 
themselves with their associates. But just as soon as an or- 
ganization or movement gains momentum; just as soon as an 
organization is recognized as a factor, then these same men 
step into the picture with proposals of guidance. 

Conditions facing the display crafts today are vastly 
different than they were a few years ago. Displaymen that 
would not recognize the inevitable “hand writing on the wall” 

. and resigned their organizations for “greener pastures” when 
reconstruction measures were suggested, have found that 
“greener pastures” didn’t exist. The men that recognized 
and accepted the effects of the change have been forced to 
reduce their force time and time again, as well as accept 
cut after cut. But these men have profited by their experi- 
ences; these men are the men that recognize today the folly 


of past performances; these are the displaymen that will 
build the display organization of the future. 

The display organization of the future is as inevitable as 
the election of a president, and while I hope it will be possible 
to secure the necessary cooperation among metropolitan dis- 
playmen to organize the first display club to be built upon the 
fundamentals I will suggest, I hope that these same funda- 
mentals will be used in the reorganization of every display 
club in these United States. It is not my intention to attempt 
to organize a display club that will compete with any other 
displaymen’s association—we will be just as much a part of 
the International Association as any local club is of its par- 
ent organization. The job of reorganization must result from 
the work done in the field. Such work cannot be directed 
successfully from association headquarters due to the in- 
ability of the executive secretary to make personal contacts. 
That is why I choose to suggest certain points relative to the 
reconstruction of display; and while my consideration must 
naturally be brief, I believe the points I make have a very 
vital bearing on the success and growth of the future display 
organization. 

Before stating my points, I wish to impress my readers 
with my sincerity in this undertaking, my need of cooperation 
and my willingness to do all in my power to help in the 
development of this display organization. I will welcome 
suggestions, and hope that many displaymen in New York 
territory will cooperate. Displaymen wishing further infor- 
mation concerning membership in the Metropolitan Club can 
write me at 1811 Dorchester Road, Brooklyn, N. Y. The 
points I believe worthy of serious consideration follow: 

Point 1. The organization of a Metropolitan Display 
Men’s Club that will include in its membership: 

a. Display executives. 

b. Display assistants. 

c. Display service officials. 

d. Installation displaymen. 

e. Men associated in the production of display equipment. 


Point 2. The election of a group of men for officers 
whose prestige in the display crafts will assure authoritative 
cooperation. 

Point 3. The establishment of club headquarters. 

Point 4. The assurance of educational display work. 

Point 6. The establishment of an employment department. 

Point 7. The establishment of a sick fund. 

Point 8. The establishment of a death fund. 

Point 9. The assurance of social activities. 

Point 10. The absolute cooperation of membership—and 
with the club that the establishment of these points would 
assure, we would be certain of the cooperation of not only 
the membership but the entire display crafts. 

(Concerning the sick and death funds: I have made a very 
thorough investigation of conditions and find that it is en- 
tirely within reason to establish these funds. They would 
mean that the membership dues would be adjusted accord- 
ingly, but as the membership would benefit materially, I be- 
lieve the increase of dues would help rather than hinder the 
reorganization of the display crafts. ...I will welcome dis- 
cussions on these points.) 
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or Display Equipment 
and Decorations 

























Invites 
Your Patronage 











International Register Co. 
13 South Throop Street 


“CUTAWL” Decorative 
Cutter 


Adler-Jones Co. 
649 So. Wells Street 


Window Decorations and 
: Fabrics 


The Koester School 
367 West Adams Street 


Correspondence 
Instruction 
Botanical Decorating Co. 


319-327 W. Van Buren Street 


Artistic Decorations and 
Artificial Flowers 


National Card, Mat & 
Board Co. 


4318-36 Carroll Ave. 


Showcard Boards—Mat 
Boards 





Chicago Cardboard Co. 


666-670 Washington Blvd. 
Art Poster and Mat Board 


Write for Catalogues! 

















/ Old Gold Old Gold OlaGold OlaGold Old Gold 


CIGARETTES CIGARETTES CIGARETTES 


















OLD GOLD 


CIGARETTES 


Bor THEM BY THE CARTON 


—The object of this smart “Old Gold” 
display is to attract the attention of 
those who are interested in the outdoors. 
They are the prospects who spend week 
ends in the country, and for that reason 
the appeal is made to “Buy Them by 
the Carton.” The display enjoyed a 
national distribution and showing. Cre- 
ated and produced by the Atlantic Litho- 
graphic & Printing Company, New York 
City, for P. Lorillard Company— 
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—The “Tung-Sol” Electric Company is using 
this smart, modern “poster” display in their 
dealer windows. It features “Tung-Sol” auto 
bulbs—just three hands holding up the three 
styles—for head-light, stop-light and tail-light. 
The display idea was created and produced by 
the Einson-Freeman Co., Inc., Lithographers, 
Long Island City, New York. The original 
poster was painted by Bernhard— 











TUNG-SOL 
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DISPLAYS 


DEVOE 


BRUSHES 


Th e Ri ht °o 
y y & 
T e of Brush for Ever Type of Paintin , Ss) 


—Record sales are reported for the 
series of colorful counter display con- 
tainers in which Devoe & Reynolds 
now merchandise assortments of paint 
brushes to the dealer and consumer. 
No better proof is needed of the broad 
application of the chain store principle 
behind open display: “Get the merchan- 
dise into the customer’s hands—and you 
have it three-quarters sold!” Another 
Einson-Freeman production— 


—A display that had plenty of “PEP” ap- 
peared quite recently in the grocery and food 
stores of the country. And while Kellogg’s 
Pep “builds big men,” Kellogg’s display 
“built big sales.’ The production was in 
ten colors. Designed and produced by Ket- 
terlinus Lithographic Manufacturing Co., 
Philadelphia, Penn.— 
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That Were Used--- 
That Sold Goods 


NULA 


COATS 


MADE FROM 
THE FLEECE OF 
THE LLAMA 


TAILORED BY 


—wW. L. Stensgaard & Associates, Chicago, 
Ill, designers and producers of the inter- 
esting and smart “Nula” coat display have 
the following to say regarding the pro- 
duction: “The display is seven feet high and 
requires a ten-foot window. The illustra- 
tions are actual oil paintings, and suggest 
the tests to which “Nula” coats are sub- 
jected. The panel with the copy is of 
American walnut with cut-out silver 
letters”— 


—Attractive, practical and smart “Cube-Lite” dis- 
play productions for Cody’s powder, Richard Hud- 
nut’s DuBarry and Canada Dry. All three displays 
are equipped with illumination. The reproductions 
are faithful to the smallest detail, and all are fin- 
ished in their natural colors. Designed and pro- 
duced by the General Display Case Co., Inc., New 


York City— 
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Authorized Fountc 


CANADA DRY 


S© a glass 








—In this colorful and effective 
display, Forbes has dramatized 
the trade-mark “Blue Anchor” by 
the use of two children in sailor 
suits. These two figures with the 
bon voyage basket filled with lus- 
cious tempting fruits present an 
appeal to the eye that is quite ir- 
resistible. The entire display, 
lithographed in eight printings, 
was originated, designed and pro- 
duced by The Forbes Lithograph 
Manufacturing Company, Boston, 
Mass.— 


BLUEBIRD 


DIAMOND RINGS 





—Advertising displays for “Bluebird” 
Diamond Rings have taken on new life 
within the past few months. Smart window 
creations have been appearing at regular 
intervals, and upon inquiring it has devel- 
oped that W. P. York, Inc., Aurora, IIL, 
manufaciurers and designers of displays 
are responsible. This display measures 
22 x 18 inches in size; is produced in shades 
of lavendar, blue, black, white and salmon; 
is designed in two planes with figure sit- 
ting forward; has platform for the dis- 
playing cf ring boxes— 
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A NEW AND 


REMARKABLE 
IDEA IN 
NECKWEAR 
COMSTRECTION 








/ “VIZ-A-BUILT” 
e 











600 
Manhattan “SPORTMESH” 
“SALE-SHORTS” 


Illustrate Your Show 


Window Cards 


Ir IS often said that the easiest way to describe a thing 
is to draw a picture of it, and it seems to me that this is a 
pretty good reason for using illustrations at any time in the 
way that best fits our neds. But let us consider this from an 
advertising standpoint. Illustrations are used with the copy 
because they serve two purposes; “they decorate,” and “they 
inform.” If they are good illustrations, they do both; but if 
they are poor, they mar the appearance of the copy and dis- 
credit the merchandise in whose behalf the favor of the pub- 
tic is sought. 
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By PAUL C. MASSEE 
GEORGE LOWENSON & SON 
PORTLAND, OREGON 


An illustration “informs” when it has a direct message 
to convey—that is picturing or suggesting the use of the 
merchandise on display. When used as a decorative feature, 
its necessity becomes less important and it need not pertain 
to the merchandise. Decorative illustrations, however, are 
more often suggestive. They may suggest the season, the 
day, month, color, weather or various things that may have 
to do with the merchandise and its use. 

We all know that too much copy ruins the whole idea and 
produces nothing. Hence the position the illustration may fill 
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is that of putting that part of the message over that would 
require copy too lengthy to be grasped readily, even if it were 
read. When used in this respect the illustration must be cor- 
rect in detail as well as being artistic and well placed in 
the layout. 

I have tried in the cards shown here to illustrate both 
the decorative and descriptive illustrations, their different 
relations to the layout and the various ways of applying the 
illustration. 

There are many ways of obtaining illustrations. If the 
cardwriter’s ability enables him to sketch the illustrations 
so much the better. Colored pencil, pen and dry brush af- 
ford the easiest and most effective ways of sketching. Many 
ideas can be cut from the various forms of advertising mat- 
ter and neatly applied to the show card with very effective 
results. A few finishing dry brush touches often complete the 
job and produce smart results. By keeping in close touch 
with the advertising department very effective illustrations 
may be found in their various cut services for cut-outs. 

The modernistic cut-out idea is tremendously effective. It 
offers considerable opportunity in the way of color applica- 
tion. Here the cardwriter’s ability as an artist again comes 
into play, but caution must be the keyword. Haven't we all 
seen examples of modernistic show cards that would have 
been much better if not created? 

One idea I have used on the card “Smart Spring Styles” 
is probably new to card writers—although it is being used 
by commercial artists who make drawings for newspaper 
cuts. The illustration appears to have been made by means 
of a screening process and is so made to give that effect. 
It is done with a dry ink transfer process called “Par-a- 
Tone,” manufactured especially to tone cut drawings. Its 
possibilities are quite unlimited and in many instances ap- 
plicable to show card work. 

The illustration on the card “VIZ-A-BILT CRAVATS” 
is a pen sketch with color wash. It is purely a descriptive 
illustration. 

The illustrations on the card “SPORT MESH” are cut 
from an advertising folder and pasted on the card. They 
suggest the use of the article and add a decorative touch to 
the layout. 

The “SALE” card has a pencil sketch and is both descrip- 
tive and decorative. The center panel is cut out and a gray 
mat used under the white. 

The cut-out illustration on the card “SPORT WEAR” 
shows this method of creating highlights and shadows and 
bringing out bold modern poster effects. While this illus- 
tration does describe the merchandise on display I would 
say it to be more of a decorative feature. 

The “TOPCOAT” card has a pen and ink sketch copied 
and enlarged from a newspaper add. It is both descriptive 
and decorative and has still another purpose, that of assist- 
ing in the newspaper add-window display tie-up so often 
necessary in merchandising events. 

While these cards do not cover every type of illustration, 
I believe they are suggestive of those most easily adapted 
to display cards. 





TAP HIM ON THE HEAD 

Nothing can do so much damage to a window display as 
to take a good display idea and then ruin it by the over 
indulgence of it. That happy medium of display decoration 
is just around the corner of good taste. Many would profit 
by locating that corner. We’d better get together and figure 
some of these things out. Two heads are better than one. 
Do you remember, “It takes two men to paint a picture? One 
to do the work, the other to tap him on the head when it 
is finished.” 
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This drawing 
made with 
Drawlet No.13 
shading nib. 
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DRAWLET 
Pens 


For boldness of line 


Esterbrook Drawlet Pens are like soldiers 
on the march, and every drawing a new 
victory! They cover the page with military 
smartness, sure stroke after stroke, bold line 
upon bold line, with never a motion wasted. 

Vigorous and confident of stroke, Ester- 
brook Drawlet Pens give to drawings the 
outstanding freshness aud variety that so 
attract and please the eye. They line quickly 
and evenly. They letter with cleanness and 
interest. They border a thousand designs 
with precision and dispatch. 

Esterbrook Drawlet Pens are as satisfac- 
tory in operation as they are dependable 
in result. Every mechanical feature is 
sturdy and simple. 

1. They clean easily and quickly. 
2. They carry large, readily filled reservoirs. 


3. The reservoir canbe raised or lowered time and 
time again to regulate the flow of thick or 
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2 ety ofstroke. Five different widths of stroke with rounded 
a terminals, five different widths of stroke with 
terminals, nine different widths ofstroke for shaded lines. 
Qy wn Send for your FREE sample of Esterbrook Drawlet Pens. 
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Drawlet Set No.1 

Contains 9 
$1.00 Drawlet Pens 
4, oz. Black Ink— 
oz. White Ink—Pen- 
holder —Alphabet and 
Design ook — 3 
fine pens. 


Drawlet Set No.2 ™ 

Contains 19 
$2.00 Drawlet Pens 
—one oz. Black Ink— ~- 
one oz. White Ink—two 
Penholders — 40- page 
Pen Lettering Book— 
3 fine pens. 


ESTERBROOK DRAWLET PENS 
FOR LETTERING AND DRAWING 
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CONTROLLING WINDOW CURTAINS 
AND LIGHTS 

Show window curtains which day after day will open and 
close, and show window lights which night after night will 
go on and off—all without the necessity of any human con- 
trolling hand—will be unusual features of the new Wana- 
maker Men’s Store, Philadelphia. The store is scheduled to 
open early in October and will be the largest store of its kind 
in the world. 

Curtains and lights will be operated by a complex device 
which basically consists of a verticle cylinder with numerous 
small holes arranged in spiral sequence on the suface, and 
an electric clock which controls the revolutions of the cylin- 
der. The clock is synchronized with the cycles of alternating 
current from the central power station, which in turn are 
controlled by a master clock, thus assuring absolutely ac- 
curate time. 

Each of the holes on the cylinder corresponds to a certain 
minute of the day or night. Insertion of a pin in any hole will 
cause an electric circuit to be closed as the revolution of the 
cylinder brings the pin into contact position. Such contact 
either turns on or off the lights in a series of show windows, 
or sets in motion a series of the one-thirtieth-horse-power 
motors—two to a window—which open or close the curtains. 





PRACTICAL ASPECTS OF 
DISPLAY PSYCHOLOGY 


(Continued from page 9) 


women walking singly past the summer dresses display of 
Field’s at 3:30 p. m., Monday, and another 100 women passing 
the bathing suit exhibit at the Fair, taken, however, at 5:30 
p. m. the same day. 

It is not possible to compare exactly the check made of the 
Fair and Field’s displays because of the fact that the survey 
at the Fair was made during the rush hour when pedestrians 
were probably less likely to stop for displays. The valuable 
feature about this objective time comparison is the fact that 
any window at Field’s, for instance, can inside of an hour 
be checked against any other of Field’s windows to determine 
the pulling power of the various displays. And the same 
window can be compared with a new exhibit therin the fol- 
lowing week. If one window slows the average woman pe- 
destrian to 0.383 seconds per foot and another slows her to 
0.766 per foot, we can feel sure that the second window is 
superior to the first in pulling power. 

In making these scientific time tests, however, one must ob- 
serve the following cautions: 

1, Count every adult woman walking singly, beginning 
when she approaches one end of the window, and ending the 
count when she passes beyond its other limit. In short, don’t 
select those women who seem to be window shopping. Take 
them as they come—the fast walkers as well as the slow. 

2. Make the count at comparable times. Don’t compare 
a rush hour public with a mid-afternoon crowd. Also, take 
the count on the same day, if possible. 

3. Don’t record more than thirty seconds time for any 
woman who is passing a window less than twenty feet in 
width, nor allow over forty-five seconds for a woman who is 
passing a double window running to forty or fifty feet. This 
is to prevent one woman who stops five or ten minutes from 
“loading” the time of forty-nine or ninety-nine others on 
whom you are making the count. What you are after is 
chiefly to make the pedestrian stop, and look. It is better 
to stop ten pedestrian for five seconds apiece than to stop 
one for fifty seconds. 
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4. It is preferable to employ a stop watch for accurate 
readings, and to-make a chalk mark at each end of the win- 
dow in question, ; 

The advantage in using adult females in the count is the 
fact that they do the bulk of retail buying. If it is desirable 
to check the male pulling power of a display, then a norm or 
standard must first be determined for men on a busy street 
away from display attractions, and comparable to the basic 
0.254 seconds per foot for adult females. The advisability of 
counting only those who are alone is probably evident. The 
walking time of a couple varies from that of a single indi- 
vidual, and furthermore, only one of a couple may see the 
display, but that one may force the second to stop and look 
at it, thus doubling the stopping time, when only one was 
pulled by the window display. 

In Table 3, I have presented a portion of the data from 
the Field analysis and also from the Fair. In the majority 
of cases at both Field’s and the Fair the female pedestrians 
(and the figures cited are for the window half of the side- 
walk only) looked into the window most of the time they 
walked along beside it. Women in the curb half of the side- 
walk seldom paid much attention to the display. 

In concluding this discussion I want to call attention to 
one item in which we might made considerable improvement 
regarding our display advertising. You will recall that I 
described the three main tasks of the display advertiser; 
building general good will for the store; reminding the 
buyer of known wants; and educating him to new or future 
wants. Before we can accomplish any of these WE MUST 
CATCH THE ATTENTION OF THE PASSER-BY. 

The prime requisite of successful display advertising con- 
sists of catching the attention, after which by judicious use 
of color, and arrangement, and ingenuity of design we may 
hold that attention. Psychologically we know that the best 
attention attracting device is movement. Yet we are not 
employing this best method in many cases. A little effort 
on the part of the electrician, or of that jack-of-all-trades, 
the display advertiser himself, will lead to tremendous im- 
provement in the function of the display by producing elec- 
trical or mechanical motion in the windows. 

The methods by which movement can be produced must 
be adapted to the esthetic tone of the display. Obviously, 
one wouldn’t want to place an Easter brood of white rab- 
bits in a luxurious Field window showing tapestries or 
oriental rugs. But canaries, grandfathers’ clocks whose pen- 
dulums are swinging, windmills of quaint Dutch fashion. 
These and a host of others can readily be devised. 

After you have perfected them, test your windows by the 
objective time test, and you can prove to your own satis- 
faction and that of your advertising department the greater 
efficiency of your display work. No window is exercising 
its maximum pulling power without this greatest of all at- 
tention attracters’ movement. And I do not refer to crude 
window buzzers, or even the desirable moving Christmas 
toys that are seasonal in their efficacy. 

Finally, remember that display is not a form of advertis- 
ing but advertising is a form of display—a verbal or picture 
type, whereas, your display exhibits consist in large part of 
the real merchandise, and therefore are capable of a stronger 
influence upon the public. 

(Editor’s note: The article, “Practical Aspects of Display 
Psychology,” was delivered by Professor Crane at the thirty- 
fifth annual convention of the I. A. D. M. The result of the 
quality feeling tone experiment of the five cigarette brands 
follows—these figures, reading from left to right, should be 
placed in your chart on page 9—Camels, 1, 29, 9, 0; Chester- 
fields, 32, 3, 3, 0; Clowns, 0, 0, 1, 40; Lucky Strikes, 0, 33, 
0, 1; Old Golds, 12, 19, 18, 0.) , ae 











November, 1932 


LITHOGRAPHERS PLAN 
TO ADVERTISE 

At the October 20th meeting of the Eastern Lithographers’ 
Association, New York City, the following officers were 
elected: Charles W. Frazier, Brett Lithographing Co., Long 
Island City, N. Y., president; Morris M. Einson, Einson- 
Freeman Co., Long Island City, vice-president; H. H. Pratt, 
‘Sackett & Wilhelms, Long Island City, secretary, and M. P. 
Thwaite, Dennison & Sons, Long Island City, treasurer. 





—The following men were present at the 
recent meeting of the executive, Eastern 
Lithographers—reading from left to right: 
W. Stuart Powers, Morris M. Einson, 
Carl P. Schmid, William Ottmann, H. H. 
Platt, Chas. W. Frazier, M. P. Thwaite, 
Trowbridge Marston, J. A. Voice, R. P. 
Robinson and John Palmer— 


The association voted approval of its advertising cam- 
paign and have asked the national association to cooperate 
in increasing its scope. The eastern publicity committee is 
composed of Mr. Einson, Trowbridge Marston, Kaumagraph 
Co., and Stewart Powers, W. F. Powers Co., all of New 
York. 


DISPLAY AND SIGN SERVICE CO. 
ZION, ILLINOIS 

How much thought are you giving your windows? Do 
you realize their value in relation to the actual sale of goods? 
Do you recognize the attention attracting power of carefully 
merchandising displays? Do you know it is just as important 
to have correctly trimmed “sale” windows as it is displays 
of “fashion” merchandise? .... Every thinking merchants 
realizes the value and power of the window display, but con- 
ditions during the past few years have created certain situa- 
tions that have made it increasingly difficult for the small 
merchant in the large city and the large merchant in the small 
city to maintain the services of a display department. Where 
a displayman has been maintained, the necessity of his making 
a “book” has compelled him to neglect his windows, and as 
a direct result his displays have sort of “gone to seed;” he 
hasn’t been able to keep up with the changing trends of 
displays. 

With the thought of servicing just such retail organiza- 
tions, Vernon D. Naden has established his Display and Sign 
Service Co. This new doctor of display ailments plans to 
operate a window service department out of zion, Illinois, and 
to service the retail stores in that territory. His organization 
is equipped to provide all types of sale banners, signs, win- 
dow display backgrounds as well as the services of a pro- 
fessional display expert for installation work. Mr. Naden 
plans to supervise all display work. He is an authority on 
display; has had many years experience and has won any 
number of display prizes of national and I. A. D. M. character. 
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Timberlakes Are On Their Toes 


Buy direct from us as manufacturers, those much 
needed fixtures. Card Stands, Tee Stands, Piece 
Goods Stands, Garment Racks, etc. 

Get our catalog No. 37 and supplement showing 
many new sales producing fixtures. 
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No. 1201 
BRASSIERE STAND 
Height overall 36”. 


Base Line 11 Fancy Cast 5” 


diameter. Also with other 
bases. 


Upright 34”x30" not extensible. 
3%4"x5%" Card Frame on 3” 
Stem. 


f 


«i 
SY 
ca 


Four adjustable bandeau 
forms, 11” width overall 
with two snaps to hold top of 
brassiere or ribbon straps. 
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Top form projects 4” and bot- 
& tom one 7” giving slanting 
" display. 














J. B. TIMBERLAKE & SONS, Inc. 


Manufacturers | 
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JACKSON, MICH. 























DAILYS 
CHRISTMAS 
DISPLAY CARDS 


FOR WINDOW and STORE DECORATION 


Beautiful Christmas designs on best grade 
showcard board . all ready for lettering 
and display. Colorful, cheerful, and a real 
help through the holiday rush. 

Many designs from which to choose. Also 
all sizes available in any quantity. Guide 


holiday dollars into 
. “ys SEND COUPON 
your store with Daily's FOR ILLUSTRATED 


Christmas Display 

Cards. BOOKLET 
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§ BERT L. DAILY, Inc. Dayton, Ohia. Ld 
; Send your booklet illustrating Daily’s Christmas Display Cards. - 
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Activities of 
the 1.A.D.M. 


By JAMES W. FOLEY 
SECRETARY 


Tur present attempt to unionize the displaymen of the 
Chicago territory has, in the course of its development, 
created conflicting interpretations in relation to the position 
of the International Association of Display Men. It should 
be understood that the I. A. D. M. as an organization is not 
involved directly in the present controversy, and it has not 
been approached by the leaders of the Union movement. 
It recognizes the right of voluntary organization in the in- 
terest of individual or groups of individuals but at the same 
time disapproves and stringently opposes attempts to organize 
by means of force, duress or intimidation. 

The I. A. D. M. is concerned with the welfare of its mem- 
bership and is of the opinion that displaymen under the ban- 
ner of the I. A. D. M. will have little cause to become alarmed 
through the activities of those desirous of forcibly unionizing 
the display profession. It does, nevertheless, recognize the 
possible danger in the present movement and earnestly be- 
lieves that the greatest safeguard to displaymen throughout 
the country is to be found in I. A. D. M. affiliation. That 
the honorable record of the I. A. D. M. over a period of 
thirty-five years is recognized by merchants generally is 
indicated in the many incidents that have been noted 
during the past few weeks. Instructions have been issued 
by a score of merchants to their respective display man- 
agers to exercise an active interest in the affairs of the 
I. A. D. M. and its local club affiliate. Merchants are ap- 
pearing before club meetings and in other ways contributing 
to the general enthusiasm and development of club function- 
ing. As a result the I. A. D. M. office has received a number 
of membership applications during the past few weeks. 

While the I. A. D. M. regrets any condition or movement 
that smacks of the unethical in practice and would oppose it 
if need be in the interest of its membership and principles, it 
does recognize in the present Chicago situation a stimulus to 
a greater and more active I. A. D. M. enthusiasm. 


ACTIVITIES OF PRESIDENT VOSBURG 
AND EXECUTIVE COMMITTEE 

President Charles A. Vosburg has called for the Executive 
Committee’s vote on the Association’s convention city in 1933. 
At the time of going to press several responses have been 
received and it is expected that definite announcement will 
appear in the December publications. 

Irrespective of the convention city decision Mr. Vosburg 
has proceeded with his plans for the next annual meeting 
and has already obtained a number of outstanding leaders for 
program features. 


IOWA-NEBRASKA 
GROUP 

J. H. Everetts, M. L. Parker Co., Davenport, Ia., past 
president of the I. A. D. M. and present chairman of the 
Executive Committee, advises that the Iowa-Nebraska Dis- 
play Club is enthusiastically active and plans to conduct its 
annual meeting in conjunction with the 1933 convention of 
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the I. A. D. M. Other sectional groups are expected to do 
likewise. 


I. A. D. M. SECRETARIES 
02 « NORICE 

All secretaries of local clubs affiliates of the I. A. D. M. 
are requested to conform with the constitutional provisions 
under which all I. A. D. M. ciub charters are issued and remit 
per capita payments on each club member before January 1, 
1933. Also, a complete club membership list must be filed 
with the I. A. D. M. secretary before that date. 


HAVE YOU PAID 
YOUR DUES? 

During the past month many helpful suggestions have 
been directed to the Secretary by the members of the Execu- 
tive Committe, and I. A. D. M. members will witness a most 
active Association program with the opening of the new 
year. The activity of the President’s office is attracting 
favorable attention and comment and all Association officials 
anticipate a most successful development during the next eight 
months. All that is required now is the cooperation and sup- 
port of the membership and under existing conditions this 
cooperation and support may be best manifested through the 
prompt payment of dues. 


DETROIT DISPLAY CLUB 
Reported by 
ROBERT R. STEVENS 

The 1932 Fall meeting, dinner and election of officers of 
the Detroit Display Men’s Club was held at the Hotel Stat- 
ler, Monday evening, October 3. The meeting was addressed 
by Mrs. Mayer, chairman of the 1932 Community Fund Drive. 
Her talk covered the importance of display cooperation rela- 
tive to the success of the 1932 drive for funds. ... The 
Michigan Bell Telephone Company favored the meeting with 
the showing of two reels of motion pictures. 

The results of the election of officers follows: President, 
R. D. Johnson, J. L. Hudson Co.; vice-president, F. E. White- 
lam, R. H. Fyfe Co.; secretary, N. S. McEachin, Cole & Erwin 
Company. 


DAYTON DISPLAY CLUB 
Reported by 
E. W. QUINTRELL 

Although the Dayton Display Men’s Club has not func- 
tioned actively for the past few months, plans for fall ac- 
tivities are bringing the members to the meetings and the 
Dayton Club is now in the midst of preliminary planning 
for the Community Chest Drive. The membership is cooperat- 
ing with all civic clubs in an attempt to put the Dayton quota 
“over the top.” All merchants will be asked to donate one 
window for special displays during the life of the drive. 
Empty show windows in downtown districts will be trimmed 
for the drive. Material for the displays will be furnished 
from the various agencies who afe supported by the Com- 
munity Chest. ... The date of the big drive is Thanksgiving 
week. 


W. GILBERT BROWN APPOINTED DISPLAY 
CHAIRMAN AMERICAN GAS ASSOCIATION 

W. Gilbert Brown, supervisor of the Bureau of Exhibits 
and Displays, Philadelphia Electric Company, has received 
word of his appointment as chairman of the Window and 
Display Committee of the American Gas Association for the 
forthcoming year. ... The appointment was made by Walter 
Beckjord, chairman of the commercial branch of the Asso- 
ciation, and follows wide recognition given the work of the 
bureau by members of the display craft. Seven other mem- 
bers of the committee will be named by Chairman Brown. 
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BERT L. DAILY OPENS MODERN 
SHOWROOM IN DAYTON 

Encouraged by his expanding mail order business, Bert 
L. Daily, president of the supply house bearing his name, 
recently added a ground-floor store and showroom to be 
operated in connection with his regular mail order business. 
Mr. Daily feels that his personal contact with Dayton artists, 
displaymen, sign painter and show card writers will assist 
him in being of greater service to the thousands of customers 
whom he serves by mail. 





Coincident with the opening of the new showroom, the 
Daily line expands to include a complete line of artists’ 
supplies, thus opening an entirely new field for the Dayton 
concern. The same quality and moderate pricing, char- 
acteristic of the long-established “Perfect Stroke” line, will 
be featured in the new artists’ supply department. 





The accompanying illustrations convey some idea of the 
size of the addition. One is an interior view of the spacious 
showroom, while the other demonstrates how Daily uses his 
own supplies in effecting a very attractive window. Since 
the new ground-floor is in the same building, its address is 
the same as the familiar Bert L. Daily supply house address— 
126 East Third Street, Dayton, Ohio. 





“ERICON” NEW FLEXIBLE 
SHEET PRODUCT 

An entirely new type of flexible sheet product, called 
“Ericon,” and consisting of several thin plies of paper and 
fabric laminated together with waterproof synthetic resin, 
was announced this month by Merritt Engineering & Sales 
Co., in collaboration with General Plastics, phenolic resin 
manufacturers. Because of its cigarette-proof, acid-proof 
and permanently lustrous surface, it recommends itself for 
such purposes as table tops, wall panels, window display 
work, wainscoting, etc., where it can be used either in its 
flexible form or laminated on rigid panels of plywood. A 
variety of finishes are obtainable, ranging from solid colors 
and marble effects to the pattern of any fabric which might 
be chosen for the surface sheet. Due to the flexibility ob- 
tained by lamination with the Dike Dry Glue process, using 
powdered resin to bond and impregnate the sheets through 
hot-pressing, bends on a half-inch radius are said to be 
possible, 
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Our Easy Payment Plan 


Enables you to enroll 
at once to Study 


WINDOW DISPLAY 
ADVERTISING & CARD WRITING 


Write for complete details 


THE KOESTER SCHOOL 


367 W. ADAMS ST. CHICAGO, ILL. 
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MAKE YOUR OWN 


BRISCHOGRAPH FOR $10.00 


AND SAVE FIFTEEN DOLLARS... 
Set of two, new scientifically correct lenses completely mounted 
in metal tube and a tube housing with flange and bolts and 
nuts ready to fasten to your home made lamp house. These 
four inch lens will enlarge 49 square inches or 7x7 inches of 
picture at one time. Will enlarge to life size within ten 
feet. CAN YOU BEAT THAT? Will enlarge same larger 
than you will ever care to copy. You simply make a box 
about 6x10x12, two sockets, cord and plug and you will have 
as fine a projector you will ever- care to own. We now have 
transpose mirror for lens unit above at $2.00. Mirror, 4x6, is 
metal mounted and slips over lens barrel. 
Two, four inch lenses completely mounted in metal tube, etc., 
with instructions and suggestions, for $10, cash or money 
order. If you send cash, have your letter registered at P. O. 
Transpose Mirror, $2.00. All deliveries prepaid and sent fol- 
lowing day. Money back within ten days just as quick. 
92 E. Lakeview Ave. 
The Brischograph  cotumsus, onI0 
NOW IN ITS FIFTH YEAR 
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Chicago Display Club 
Activities 


Reported by 
J. DUNCAN WILLIAMS 
EXECUTIVE SECRETARY 


Tuar there is great interest in the present problems of 
the Chicago Display Men’s Club was certainly evident at the 
November 7th meeting. The meeting was held at the LaSalle 
Hotel, and was attended by more than one hundred twenty- 
five. .. . After having been royally entertained for three- 
quarters of an hour by the Triplett Trio, an R. K. O. unit, 
and one of Sol Fisher’s creations, the meeting was called to 
order by President A. J. Stromberg, display director, Wie- 
boldt Stores, Inc. President Stromberg introduced J. Duncan 
Williams, executive secretary, Chicago Display Men’s Club, 
and secretary Williams proceeded to explain the position of 
the Chicago Display Club in relation to “display racke- 
teering.” 


HARVE FERRILIL VS. 
McCAULEY 

In endeavoring to explain the display union or racket sit- 
uation, Mr. Williams first reviewed the conversation be- 
tween Harve Ferrill, manager, Neighborhood Stores Display 
Service, Chicago, and Mr. McCauley, representing Local No. 
701 of the Window Trimmers and Decorators Union. It was 
shown in this interview that Mr. Ferrill certainly has the 
interest of his trade at heart, and it brought out his ability 
to cope with the situation. Mr. McCauley did not succeed 
in accomplishing very much so far as the unionization of 
display in Chicago is concerned. His failure resulted in his 
leaving certain threats with Mr. Ferrill, and that better judge- 
ment on the part of display would result only when the wis- 
dom of unionization was recognized for its real worth. Mr. 
Williams went on to cite several attempts of the union groups 
to prove the “value” of such an affiliation—these attempts 
were wide in scope and varied in application, and ranged 
all the way from force and threats to niceties. 


THE ACTION OF THE CHICAGO 
DISPLAY MEN’S CLUB 

When the Chicago Display Club began to realize just 
how serious the “union” matter might become, they recog- 
nized the necessity for outside assistance. To this call came 
Homer P. Buckley, Buckley-Dement, direct mail advertisers, 
and Jos. M. Kraus, A. Stein & Company, old friends of the 
Chicago Display Club. These two gentlemen presented in- 
spiring messages to Chicago Displaymen; messages resulting 
in renewed courage in their undertaking. Every man in the 
display field knows the ability of these men, and the weight 
of their experience suggested definite means of action. The 
sum and substance of both speaches was that the club should 
grow and make every effort to become so organized that the 
problem of unionization can be warded off. They pointed 
out the fact that there was nothing to be gained by becoming 
unionized; that the display field could not be unionized be- 
cause of the various stages and different rates of pay within 
the display system. It isn’t the idea of displaymen to be 
brought to a certain level such as would be the case if union- 
ized, but to push on and not always be displaymen. The ob- 
ject and hope of most every displayman is to work on to 
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higher positions within their own organizations, and such 
advancement could not be made if tied to the control of the 
union. 


ATTENDANCE AT THE NOVEMBER 
SEVENTH MEETING 

Following the two speaches of Mr. Buckley and Mr. 
Kraus, messages came from leaders within the display in- 
dustry; W. L. Stensgaard, W. L. Stensgaard & Associates, 
Carl V. Haecker, Montgomery Ward & Co., and Mr. McCor- 
mick, Wieboldts, one of the “old timers” who is still inter- 
ested in the Chicago Display Club and its activities as he 
was when he was president at the time when they had only 
fifteen members. These men expressed their positions rela- 
tive to the unionization of display—and it wasn’t very com- 
plimentary. They urged the importance of growth if the 
Club is to successfully combat union situations. 


ONE HUNDRED NEW MEMBERS 
AT ONE MEETING 

After the various speakers had presented their views on 
the subject of “unionization,” J. Duncan Williams welcomed 
many new members into the Chicago Display Men’s Club. 
It is interesting to note that twenty-three of the new mem- 
bers represent the remainder of the Sears, Roebuck & Com- 
pany complete display department. 


ATTITUDE OF CHICAGO DISPLAY 
CLUB UPON ORGANIZED LABOR 

“The members of the Chicago Display Men’s Club are in 
no wise opposed but in hearty accord with the principle of 
collective bargaining as used by organized labor or any other 
group of workers when used to secure their rights whether 
such rights be rates of compensation, hours in a days work, 
or any other matter coming within the true meaning of the 
term ‘right.’ 

However, we are individually and collectively opposed 
to any group of men whether it be a labor union, an associa- 
tion, or other group, which, having organized to secure rights 
and having secured such rights then utilize the strength of 
the organization to in any way invade the rights of others. 
In other words, we recognize the fact that the rights of a man 
or a group of men cease when they may for any reason begin 
to invalidate the rights of others. 

The attitude of the Chicago Display Men’s Club in the 
particular situation in which we find ourselves at the present 
time, is that because of the fact that 98 per cent of the men 
engaged in the practice of window display are opposed to 
the idea of becoming members of a labor union, believing 
that the nature and character of their work is such that it 
does not properly come within the confines of union labor 
government, and that if the men engaged in this profession 
were for any reason to become members of the labor union no 
benefits could accrue to either the men or the profession but 
that much harm and loss might accrue to both. The members 
of the Chicago Display Men’s Club are merely fighting for 
their own inalienable rights to remain outside of any labor 
organization whether ‘legitimate’ or ‘outlaw’ in its character 
preferring to continue their association with the two organi- 
zations in their own field namely, the International Associa- 
tion of Display Men and the Chicago Display Men’s Club, 
its local affiliate, which organizations have behind them 
thirty-five years and ten years, respectively, of honorable his- 
tory and good record. Both the above organizations having 
originally been formed by displaymen for the benefit of dis- 
playmen and officered by leading displaymen in both local 
and national fields. Since the methods and purposes of the 
Chicago Display Men’s Club and that of the International 


(Continued on page 37) 
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ALBANY, N. Y. 4 BUFFALO, N. Y. 
659 Broadway 378 Pearl St. 
SYRACUSE, N. Y. < OFFICES ROCHESTER, N.Y. 
518 S. Clinton St. 165 St. Paul St. 


Windo-Crafit Display Service Ine. 
Home Office Buffalo 


A Leading Service Satisfying Over 
150 Leading National Advertisers 











= 





ARIZONA—Waghorn-Whitson Display Service, 142 S. Center. Phoe- 
nix, Ariz. Covering population centers of Arizona. 





AUSTIN, TEXAS.—Livingston Displaty Service, 205% W. Sixth St. 





BOISE, SOUTHWEST IDAHO-—J. A. Wright, P. O. Box 1292. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 129 Sacramento Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 





CHARLOTTE, N. CAR.—Window Display & Interior Decorating 
Co., 307 Builders Bldg. Territory: Twe Carolinas and Tidewater, Va. 
“Outstanding Service, Home of the Little Things That Count.” 





CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





DISPLAY SERVICE 
COMPANY 


110 West 40th Street New York, N. Y. 


A superior installation service for national advertisers 
who want effective rather than “cheap” window displays 
—in retail stores in Metropolitan New York, Northern 
New Jersey and Connecticut. 


BRANCH OFFICES | 
1039 Springfield Ave. 365 West Market St. 























Irvington, N. J. Newark, N. J. 

















NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














ORANGE, Texas—Walter Journeay, 1003-4th St. Real Service. 





OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Albert F. A. Beck, 4744 Liberty Ave. Guaran- 
teed installation in Pittsburgh’s drug market. Personally supervised 
and checked. Established and well known to the drug trade. Satis- 
factory references furnished on request. 





PITTSBURGH, PA.—Ryan Display Service, Broad and Station 
Sts., E. E. H. J. Ryan, Mgr. Thoroughly covering Pittsburgh terri- 
tory and Western Pennsylvania. 








CINCINNATI, OH1O—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





LOUISVILLE, KY.—Myers Display Service, 415 W. Main St. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
service. “ASK ANY ADVERTISER.” 





MEMPHIS, TENN.—Memphis Window Disp. Serv., 183 Vance Ave. 


PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SOUTH BEND, IND.—Hawkins Display Service, 510 West Navarre 
St.. LeRoy S. Hawkins, Mgr. Including Mishawaka, Elkhart, 
Goshen, LaPorte and Michigan City in Indiana and Niles, Benton 
Harbor and St. Joseph in Michigan. References galore. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
621 Nebraska St. The only service covering Sioux City, Iowa, and 
Sioux Falls, S. Dak. 





MILWAUKEE, WIS.—STEFAN, INC., 1920 W. Vliet St. Covering 
Milwaukee and principal Wisconsin cities exclusively for national 
advertisers. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘“‘merchandised”’ displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“Merchandised Window Displays.” 





ST. LOUIS, MO.—Thornhill’s Display Service, 807 Mart Bldg. Com- 
plete and reliable window display service for national advertisers. 
Satisfied clients. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 





SPRINGFIELD, OHIO—Crawford Display Service, 221 June St. 





WATERLOO, I0WA—Henson Display Service, 329 Mulberry Se. 
A complete window display service in this vicinity. 
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Installation 
Notes 


THE STANDARDIZED STAGNATION 
OF DISPLAY ADVERTISING 


Nationa advertisers and display service organizations 
are of various opinions concerning the all to apparent stand- 
ardization of window display material. The changes that are 
certain to come in this important phase of advertising will be 
interesting, in fact, revolutionary to watch. Stagnation of 
displays are evident on every side, yet the cure for these ills 
are not problematical. Howard C. Messmore, Display Service 
Company, New York City, reviews display advertising in 
the following story and suggests an antidote: 

“Back at the turn of the century, dapper little men in 
derby hats and classy buggies, dashed along rural roads as 
fast as Dobbin would go, pausing at telephone poles every 
few hundred feet. When the little men had finished with 
their cards, hammer and tacks, the telephone poles blazoned 
the astonishing message to agrarian America: 

““Use Whoosiz’ Yeast.’ 

“This was display advertising. But no one company had 
a patent on the use of derby hats, classy one-horse shays, 
hammers or tacks, so that in an incredibly short time other 
telephone poles screamed the merits of Whatsis’ yeast foam 
and Zilch’s yeast foam and Everybody Else’s yeast foam. ... 
The point is that every telephone-pole card looked like every 
other telephone-pole card—and that same condition, in short, 
seems to be the salient drawback of standardized window 
displays at present. 

“Every window display of any given commodity, but par- 
ticularly those of national advertisers, appears identical, all 
on the same unvarying plane of mediocrity, so that the name 
of the manufacturer is virtually all that distinguishes one 
from another. Whatsis’ cigarettes, in Jones’ drug-store win- 
dow, are arranged and presented for public gaze in exactly the 
same fashion as Whoosiz’ cigarettes in Brown’s drug-store 
window. Every manufacturer of nationally sold merchandise 
spends thousands of dollars to impress upon the public the 
fact that his product it not only better, but better because it is 
different—different taste, different appearance, different 
manufacturing process. Still, the same manufacturer will en- 
deavor to call attention to his different commodity by setting 
it up in a window display that is essentially the same as 
every other manufacturer’s window display. 

“The planning bureau of Display Service Company, while 
willing to execute specific orders and to comply whatever 
service the advertiser may demand, is ready to make avail- 
able to the advertiser its own ideas for the creation of strik- 
ingly different displays for every product. The reception 
already accorded its projected innovations in this long-stand- 
ardized field by such advertisers as have been made ac- 
quainted with the new service inspires the prediction of a 
revolutionary and wholesome change in this form of ad- 
vertising.” 





MEMPHIS WINDOW DISPLAY SERVICE 
MEMPHIS, TENNESSEE 

October has been the “red letter” month for the Memphis 
Window Display Service, despite the fact that display quotos 
have been cut 50 per cent on many contracts. They report 
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the outlook for the balance of 1932 as “very bright.” ... An 
unusual arrangement which will undoubtedly prove beneficial 
to display service companies has been developed by the 
Memphis Window Display Service. They suggest that we 
pass it on to DISPLAY WORLD readers. The idea follows: 
When a window display campaign for a certain line of goods 
is started, the Memphis Service contacts every jobber and 
representative of that merchandise in their territory. The 
jobbers and representatives, in turn, inform the dealers of 
the campaign and suggest the importance of sufficient mer- 
chandise. . . . The result of this idea has been to increase 
jobbers’ sales materially, which in turn, has resulted in more 
business for the Memphis Window Display Service. 





JAMES LLOYD COMPANY 
PHEONIX, ARIZONA 

The James Lloyd Company is a new installation organi- 
zation. It was founded but a few months ago, yet their 
record for successful installations can be compared with the 
finest concerns. Installation work has been done for the fol- 
lowing advertisers: Coca Cola, The Chamberlain Co., Lily 
Ice Cream, Holsum Baking Co., The M. B. Company and 
No Dan Company. This does not include individual installa- 
tion work for local organizations. In fact, the fair display 
designed and executed by The James Lloyd Company for 
the Copper State Creamery Company was awarded first prize 
in the Arizona State Fair. ... This new organization uses the 
photo check-up system. Complete display facilities are main- 
tained, including a dummy show window, cutawl machine, 
paint process department and show card department. 





NALL & NALL—WINDOW DISPLAYS 
NEW ORLEANS, BIRMINGHAM 

Nall & Nall, the oldest display installation organization 
in the South, in endeavoring to individualize their displaymen 
have equipped every man with uniforms bearing the following 
inscription: On their shirt fronts, “Nall & Nall;” on the back, 
“Window Display Service.” The uniforms are of brown 
khaki and consist of shirts and pants. With these new uni- 
forms every Nall & Nall trimmer “on the job” is identified 
immediately—we’re not commenting on the advertising value 
of the idea. ... This organization, incidently celebrated their 
tenth anniversary in September. 





FORKNER‘ADVERTISING SERVICE 
ANDERSON, INDIANA 

The Forkner Advertising Service, covering all of Eastern 
Indiana from Wabash and Kokomo to Richmond and Con- 
nersville, and from Indianapolis to the Ohio State line, re- 
ports better business. 1932 business has been better than the 
business done in 1931, yet this year’s business fails to equal 
Forkner’s banner year, 1928. .. . New installations and con- 
tracts include Mentholatum, Camels, Sinclair Refining, West- 
ern Shade displays. While the new Prince Albert and West- 
inghouse displays are “just around the corner.” 





MAGNOLIA STATE DISPLAY SERVICE 
JACKSON, MISSISSIPPI 

A new window display installation concern has been or- 
ganized in Mississippi territory. The name is, the Magnolia 
State Display Service, Jackson, Mississippi. F. M. Andrews, 
long associated with various organizations in the installation 
business, is president of the new concern. E. W. Dumler is 
secretary-treasure. ... To assure advertisers of their faith- 
fulness and ability to fulfill every detail of installation con- 
tracts, the new service is bonded. 














November, 1932 


WINDOW DISPLAY & INTERIOR DECORATING CO. 
CHARLOTTE, NORTH CAROLINA 

The Window Display & Interior Decorating Co., 307 
Builders Bldg., Charlotte, N. C., is concentrating on display 
service work for national advertisers in the two Carolinas 
and Tidewater, Va. A. L. Lomax is manager and reports 
a most satisfactory volume of business. He states that the 
south has recently displayed renewed optimism which is re- 
flected in the improvement of business conditions. Textile 
mills, in many instances, are now operating at full capacity. 





DAVISON DISPLAY SERVICE 
LINCOLN, NEBRASKA 

Paul C. Davison, operating a display service in Omaha, 
Lincoln, and Denver, has sold his Denver interest to John 
J. Albi, who will operate under the name of the Albi Display 
Service, 795 S. Pearl Street, Denver. ... Mr. Davision will 
continue in Omaha and Lincoln with home office at 423 S. 
Eleventh Street, Lincoln and branch office at 327 LeFlang 
Bldg., Omaha. Mr. Richard J. Obbink is supervisor of the 
Omaha office. 





P. BACON RICHARDSON CO. 
IN NEW LOCATION 

Increased orders have necessitated the removal to more 
commodious quarters of P. Bacon Richardson Company— 
1071 Sixth Avenue, New York City. This organization has 
created and produced many effective window displays for 
prominent national advertisers, utilities and public service 
companies. Their displays have been shown all over the 
country. 





MAGNETIC LETTERS 
FOR DISPLAY SIGNS 

A line of magnetic letters and display panels have just 
been introduced to the display field by Hale’s Magnetic Dis- 
plays, Inc., 2535 Archer Ave., Chicago, Ill. The letters are 
called three-dimensional and will stick to the panels when 
merely placed thereon in the desired position. The letters 
are in two modern styles and several sizes and the panels 
come in a variety of modern shapes in addition to the con- 
ventional framed screen. 





CHICAGO DISPLAY CLUB 

(Continued from page 34) 

Association of Display Men have been such as to be helpful 
and beneficial to individual men engaged in the profession 
as well as promoting the best interests of the profession in 
general, it is our determined desire to remain as members 
of these two organizations, the Constitution and By-Laws of 
which we have a voice and vote to amend or change as the 
majority of members may see fit. We recognize the right 
of the legitimate labor union to form a Window Trimmers’ 
Union and to solicit for membership any man engaged in 
the profession. We also recognize the right of any display- 
man to juin such a union if he so desires. We insist, how- 
ever, on the right of every man in the display field to remain 
outside of such unions if he does not want to join, and to be 
able to continue with his work without interference from any- 
one connected with the union. In particular we resent and 
will continue to oppose with all the power at our command 
any effort to force us into joining any labor organization 
whether it be a legitimate union movement or the private en- 
terprise of a labor racketeer.” 
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‘S75 NEW 
EMBOSSED LETTER BOARDS 


New (Ultra-Soft) center ... modern Tri-Toned pat- 
terns, Wood Grains and others . . . the Cardboard that 
is (pre-tested) for your S-A-F-E-T-Y! 

NOW ... (26) “Nat-Mat” perfected Embossed Letter 
Boards; moderate prices prevailing. Air brush de- 
signs obtainable. Complete samples free. 


Local dealers in all principal cities. 


National Card, Mat & Board Co. 


MFRS. 


4318-36 CARROLL AVE. CHICAGO, ILL. 




















FELT 


The Choice of Leading Displaymen 


FOR THE FINEST DISPLAYS 


Superior for Many Display Uses 


Over 90 colors carried in stock—edges do not fray—can 
be furnished in cut lengths. 


WESTERN FELT WORKS 


Established 1899 
Main Office and Mill: 4131 Ogden Avenue, Chicago, Illinois 
Eastern Office and Warehouse: 42-44 East 20th St., New York 
Stocks carried at: 713 South Los Angeles St., Los Angeles, Cal.; 
1239 Howard St., San Francsico, Cal.; 1110 Post St., Seattle, Wash. 





Branches: Detroit, Cleveland, St. Louis, San Francisco, Denver 














5614 WEST 46TH STREET 
LAcKawanna 4-919 


UNBREAKABLE MANNEQUINS, MILLINERY HEADS 


Buy direct from manufacturer— 
Save time and money. . . Select 
own finishes—Act! 


OFFICE & SHOW ROOMS 
13TH FLOOR 
PE NNevivania 66-9294 


NEW YORK city 


Special Dept. for REPAIRS 





INCREASE YOUR PROFITS 
Put Life Into Window Displays with the 


ELECTRIC WINDOW TURNTABLE 


“It Makes the Passer Buy—Not Pass By” 


A REAL ASSET FOR YOUR XMAS TRADE 
Well Established Agents Wanted 


ELECTRIC WINDOW SALESMAN CO. 

















21 Nashua Street Woburn, Mass. 


SILK SCREEN /UPPLIES 


SILKS PAINTS EQUIPMENT 





COLONIAL PROCESS SUPPLY CORP 


126 W. 23®° ST. NEW YORK 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 








Adv. Travel Message Signs 


Reliance Specialties Mfg. Co., Inc., 570 Lexing- 
ton Ave., New York City. 


AIR BRUSHES 


Thayer & Chandler, 910 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR COMPRESSOR UNITS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago Ill. 


AIR BRUSH COLORS 
The Wold Air Brush Mfg. Co., 2173 California 


Ave. Chicago, Ill. 
ARTIFICIAL FLOWERS 
4 Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


BACKGROUND COVERINGS 
Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 
BACKGROUND PANELS 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Il. 
BACKGROUND SETTINGS 


Advertisers Display Studios, 823 S. Wabash 
Ave., Chicago, III. 

Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 

= Adler-Jones Co., 651 S. Wells St., Chicago, 


11. 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SCREENS 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, IIl. 


BILLOW-PAK 
Kimberly Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill 
CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 


National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, IIl. 


CARD HOLDERS 


J. B. Timberlake & Sons, Jackson, Mich. 
—— Bros., 19 N. Sheldon St., Chicago, 


CARVED GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, II. 


CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COMPOSITION BOARD 


The Celotex Co., Palmolive Bldg., Chicago, Ill. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


CORRUGATED CREPE PAPER 


Kimberly-Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill. 


CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUTTING MACHINES 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUT.OUTS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St. 
New York City. 


DISPLAY FIXTURES—METAL 
Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
Hugh Lyons & Co., Lansing, Mich. 


The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 


J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


J. B. Timberlake & Sons, Jackson, Mich. 
DISPLAY FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 


Hugh Lyons & Co., Lansing, Mich. 


The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 


Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 


The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 


J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


7“ _ Co., Inc., Aurelius Ave., Auburn, 


Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY NOVELTIES 
* Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


DISPLAY RACKS—METAL 
TT Bros. Co., 177 Chestnut St., Newark, 


DOLL-STANDS—METAL 


Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill. 


FABRICS FOR DISPLAY 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Mendelsohn Fabrics Co., 1658 Broadway, New 
York City. 


FELT FOR DISPLAY 


Western Felt Works, 4029 Ogden Ave., Chicago; 
42 E. Twentieth St., New York City. 


FIXTURES-MOULDED 
weed Bros., 19 N. Sheldon St., Chicago, 


FLOOD LIGHTS 
The Frink Corp., 369 Lexington Ave., New York 
City. 


FURNITURE—SHOW WINDOW 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


GARMENT RACKS 


J. B. Timberlake & Sons, Jackson, Mich. 


GELATINE SHEETS 
ee 367 Hudson Ave., Brooklyn, 


Ender Mfg. Co., 217 Grand St., New York City. 


HOSIERY DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
N.Y. 


INTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


LETTERING BRUSHES 
=> Daily, Inc., 126 E. Third St., Dayton, 
0. 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


MANNEQUINS 


J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blv4., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill 


MECHANICAL DISPLAYS 


Advertisers Display Studios, 823 S. Wabash 
Ave., Chicago, Ill. 

Character Display Co., 3249 N. Herndon St., 

Chicago, IIl. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. Twenty-fourth 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, III. 

United Display Service, 440 So. Dearborn St., 
Chicago, Ill. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 


Writing to Any of These Concerns) 
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MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. 24th St., New 
York City. 


PAPIER MACHE Decorations 


Armstrong Scenic Studios, 327 W. Forty-third 


St., New York City. 
Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 


PLUSHES 
Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 


POSTERS 


Einson-Freeman Co., Inc., Starr 
Aves., Long Island City, N. Y. 


PLYWOOD 


Douglas Fir Plywood Mfrs., 
Seattle, Wash. 


PRICE TICKETS 


Display Price Corp., 570 Lexington Ave., New 
York City. 


PROJECTORS—ENLARGING 


Brischograph Co., 92 E. Lakeview, Columbus, 
Ohio. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., New 
York City. 
REFLECTORS—WINDOW 
Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 
SCHOOLS—CARD WRITING 


The Koester School, 314 S. Franklin St., Chi- 
cago, Il. 


& Borden 


Skinner Bldg., 


Schools—Window Decorating 
The Koester School, 314 S. Franklin St., Chi- 


cago, Ill 
SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
N.. ¥. 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, Ill. 

Miller Paper Co., 80 Wooster St., New York 
’ City. 


SHOW CARD COLORS 
ay L. Daily, Inc., 126 E. Third St., Dayton, 
0. 


SHOW CARD SUPPLIES 


Bert L. Daily, Inc., 126 E. Third St., Dayton, 


Ohio. 
The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia <Ave., Chicago, Ill. 


SIGNS—GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 
Silk Screen Process Supplies 


Colonial Process Supply Corp., 126 W. 23rd St., 
New York City. 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Iil. 


SLEEVE FORMS 


Goodman Flexible Sleeve Form Co., 
125th St., New York City. 


217 W. 


SPOT LIGHTS 
Ender Mfg. Co., 217 Grand St., New York City. 


The Frink Corp., 369 Lexington Ave, New 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


TINSELS (GLASS) 


Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 


TURN TABLES 


General Display Works, 145 W. Twenty-fourth 
St., New York City. 


VALANCES 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
Rawson & Evans Co., 710 Washington Blvd., 
Chicago, IIl. 

VELVET-COVERED JEWELRY 


DISPLAY FIXTURES 
Art Jewelry Case Corp., 29 W. 15th St., New 
York City. 


WALL BOARD 
The Celotex Co., Palmolive Bldg., Chicago, Ill. 


WAX FIGURES 


Display Clearing Corp., 16 W. Thirtieth St, 
New York City. 
Mileo, 44 E. Eighth St., New York City. 


Window Display Installations 


Window Advertising, 300 Fourth Ave., 


Inc., 
New York City. 








e Opportunity Exchange e 








? FOR 
WINDOW OR STORE 
MINIATURE 
MODEL-DISPLAYS 


Few Last Season’s Samples, 
at big discounts until De- 
cember 10th. Just the thing 
for Christmas Novelty. 


Displays to Order. 
State Your Kind of Business. 


OM-STAR STUDIOS 


80 East Genesee St., Buffalo, N. Y. 





FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55c¢ pr., $3.25 half doz., $5.25 
doz., postpaid. An elastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 





ATTENTION, CARD WRITERS! 


Use COMIC FIGURES on cards or signs. 

TRACE “O” CHART is what you need. 

Sample and particulars, 25c postpaid. 
JOURNEAY 

1003 Fourth St. Orange, Texas 











CHRISTMAS 
ATTRACTIONS 
FOR SALE 


Mechanical Christmas at- 
tractions at fraction of orig- 
inal cost. 


L. S. AYRES & CO. 


Indianapolis, Ind. 











MECHANICAL DISPLAY 
ATTRACTIONS 
New and Used 

Sold, Rented or Exchanged 


Turntables, Automatic Signs, Inter- 
changeable Price Numerals, etc. 


Write for Illustrated Catalog 


General Display Works 
145 W. 24th St. New York City 














pay from $12 to $15 dollars. 


Thousands of stores use 








Windowphanie Valances 


Believe it or not—a 25-foot store front in rick French 
carved glass effect at the price of a hat. 


Two dollars worth of Windowphanie plus a few hours of 
pleasant work will produce (decorate) 25 feet valance dec- 
oration, for which any wide awake storekeeper will gladly 





them. Millions more will want them. 
For Complete Information Address 


Valance Dept.. WINDOWPHANIE CO. 


D. W. Malz 
11 East 14th Street New York City 


REPRESENTATIVES WANTED EVERYWHERE 














CHICAGO DISPLAY SYSTEM 


A Practical School Teaching All Modern Phases of 


we s s.8 
Window Display and Cardwriting 
Located in the heart of Chicago’s Loop... 
Right opposite The Fair 
Backed by a long record of successful teaching 


NOT AN EXPERIMENT 


Edgar G. Hague, director of Show Card writing instruction, 
and Will H. Bates, in charge of Window Display instruction, 
have both been teaching these subjects for many years. With 
our present location and equipment, we are able to serve you 
better than ever before. 


Write for Information 


CHICAGO DISPLAY SYSTEM 


39 WEST ADAMS CHICAGO, ILL. 
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J. C. MACKEY VICTIM OF 
AUTO DEATH PLUNGE 

It is with deep regret that the display profession learns 
of the death of J. C. Mackey. Mr. Mackey was killed when 
his car crashed into an abutment of the McDonaiel Street 
creek sewer and caught fire. Mr. Mackey apparently leaped 
into the creek, and though his body was burned considerably 
it is believed that his actual death was caused by drowning. 
Mr. Mackey was forty-one years old. He entered the employ 
of Rich’s, Inc., Atlanta, Ga., at the age of ten as a bundle 
wrapper, and rose to the position of display manager. In 
that capacity he planned the layout of the new store. Mr. 
Mackey left the employ of Rich’s over three years ago to be- 
¢ome traveling representative of a display fixture concern. 


November, 1932 


WORLD 


TWO-DIMENSIONAL DISPLAY 


(Continued from page 3) 


cleverly emphasizes and perhaps exaggerates the fashion 
points. The merchandise in the displays are actually slightly 
distorted, but fashion drawings are seldom if ever in true 
prespective. In other words, this new display technique cre- 
ates with merchandise the same effect achieved by artists with 
pencil and paper. 

Miss Harris is not well known in display circles, in fact 
she is almost a new comer, but she has contrived to establish 
a style of display which is exiremely effective and which is 
certain to be imitated. She takes the view that display work 
cannot stand still; it must progress and develop along new 
lines, 

It is interesting to note that Miss Harris is not a display 
specialist by intention. A literary career was planned. An 
American by birth, she entered the woman’s college at Har- 
vard and took her B. A. She then traveled to London, joined 
a well known women’s paper and from that went into editorial 
publicity work. She then became associated with publishers and 
while in this work developed what she terms “three-dimen- 
sional posters.” While associated with the publishers she de- 
veloped her first window displays—they were for books. 

Returning to New York she continued the same work in 
America, but soon drifted into actual store display and be- 
came interior display manager for one of the large New 
York City department stores—it was here that she received 
valuable information concerning the actual construction and 
production of window displays. Upon returning to Longon 
she produced work for Jaeger, and in pioneering in new 
fields developed the somewhat revolutionary and startling 
style depicted here. 

In commenting upon the technique employed by Miss 
Harris in merchandising windows, she says, “When I first 
started to develop this new display technique, I found it 
necessary to use fifty or more pins to shape a garment. I now 
use few or none, unless it is for some special effect; but 
one or fifty I never allow them to show as it ruins the effect 
created by the arrangement of the goods.” 





NEW REFERENCE SERVICE 
STARTED IN NEW YORK 

The opening issues of the Distribution Digest and the 
Distribution Index Bulletin of what is called the Modern 
Marketing Reference Service have just been mailed to a dis- 
tinguished list of first subscribers, advertisers, agency asso- 
ciations and publishers. Appearing on the fifth to the tenth 
of the month following date of issue, they briefly digest and 
index the articles, news items and editorials of permanent 
value to executives interested in distribution subjects from the 
previous month’s issues of the following eighteen marketing 
and advertising trade papers: Advertising Age, Advertising 
& Selling, Advertising Arts, Broadcast Advertising, Class and 
Industrial Marketing, DISPLAY WORLD, Domestic Com- 
merce, Dry Goods Economist, Editor and Publisher, Mer- 
chandise Manager, Printed Salesmanship, Printers’ Ink, 
Printers’ Ink Monthly, Postage and The Mailbag, Retail 
Ledger, Sales Manager, Tide and Western Advertising. 

The Digest consists of these briefed items carefully classi- 
fied under forty-seven divisional headings. Sponsors of this 
new service are Walter Mann & Staff, research and marketing 
specialists, in the Graybar Building, New York City. Walter 
Mann is listed as publisher, Thomas G. MacGowan as editor- 
in-chief; Ann T. Samsel, Helen Moore and Walter Mann as 
members of the editorial board. Paul C. Abouchar appears 
as index editor. 
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Now, This New Treasure Book of 
Display Ideas— 


Cutawl Design 


A new book 
just off the 
press to give 
Cutawl Users 
a source of 
artistic, prac- 
tical and 
effective dis- 
play ideas. 


There _ has 
been an insistent demand for a book of this kind 
and every displayman should welcome it for the 
many ideas it contains for backgrounds and dis- 
play units, both for show window and interior 
display. 

120 pages of hundreds of designs and actual 
displays. It will quickly prove its value and no 
Cutawl user can afford to be without it. Order 
your copy NOW. 








NOW j-5° Postpaid 


DISPLAY WORLD - - Cincinnati 








Special 
Close Out! 


300 Copies of 


The Art of Draping 


by Jerome A. Koerber 























If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


You’re reading this issue and no doubt have found 
it offers a complete review of modern, up-to-date 
window and store display methods and experi- 
ences. You can’t get the full benefit from The 
DISPLAY WORLD unless you get it regularly, 
and the cost is only $3.00 per year. Use this order 
blank TODAY. 


THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 


Gentlemen: Enclosed find $3.00 for a year’s subscription to 
DISPLAY WORLD, twelve issues, beginning with the next 


number. 


Add 10c to checks f h ; $1.00 addi- 
IMPORTANT ficnat for Canadian and foreign orders. 








A Comprehensive and Practical 
Treatise on Principles and Practice of 
Correct Draping for Mercantile 
Purposes 


THE ART OF DRAPING, by Jerome A. Koerber, 
was the first authentic text-book to be presented in the 
interest of draping for mercantile display. An illus- 
trated treatise on the most essential phase of modern 
display, comprehensively and exhaustively presented 
by a real authority. The author introduces, illustrates 
and graphically covers the evolution of every known 
drape since 2000 years before Christ. No topic allied 
with the general subject is omitted in this brilliant 
text presentation. 


The Contents Proves Its 


Usefulness 


PART I. 
The Fundamentals of Draping................... 11 
Fixtures: What They Are—Their Importance ... 16 
How Records Are Kept in Display Department... 23 


Efficiency in Decorator’s Room.................. 27 
General Knowledge of Merchandising ........... 29 
PART II. 

The Structure af Drapery... ........ «.<-s 00.00: 33 
Examples of Historic Costume................... 39 
Ornamentation of Drapery....................... 46 
PART III. 

Importance of Color and Color Harmony......... 51 
A Chart of Colors and Combinations............ 54 
Combining Colors by Use of Color Chart......... 57 


Some Pertinent Advice—Errors to Be Avoided... 58 
Draping Examples Illustrated and Described.... 61 
PART IV. 

Selected Draping Examples..................... 110 


NOW $1.00—While They Last 


Thousands of copies have been sold at the publication price 
of $3.00 per copy. We are now offering the balance of the 
original edition at the special low close-out price of $1.00 per 
copy postpaid. This is less than manufacturing cost and is 
a real opportunity for those who do not own a copy of this 
valuable display book. Some copies are slightly soiled. 


Order Your Copy NOW ! 


ORDER BLANK 


DISPLAY WORLD, Cincinnati, Ohio. 

Enclosed find money order for $1.00 for a copy of 
THE ART OF DRAPING, by Jerome A. Koerber. 
Ship postpaid to the following address: 


ROS 92 5 hess Si Sel a ee 
Ota hr Pees heh ee: SO eee eee 

When payment is made by check 10c must be added 
for exchange. 














THE 
inwiwNE Wil NDOW 


LMANUAT 4 


DISPLAY 
MANUAL 


has proved, beyond a question of a 
doubt, to be the greatest educational 
boon the window display profession 
has known in this generation. Its sim- 
plicity of presentation, and its ease of 
comprehension has enabled students of dis- 
play to grasp the real meaning of “window 
merchandising,” and as Carl H. Shank, dis- 
play director, Stix, Baer & Fuller, St. Louis, 
Mo., states, “Many old-timers could more firmly 
establish the courage of their convictions by a 
study of its pages.”... THE WINDOW DISPLAY 
MANUAL is being studied in every state in the 
union. It is helping many displaymen and display 
directors to merchandise “windows that sell.” It ex- 
plains the “why” of display. A study of its pages will 
explain many display problems and enable the reader 
to master display .... With the development of “Con- 
tinental” displays THE WINDOW DISPLAY MANUAL 
is proving to be indispensable. While it does not demonstrate 
the “Continental” technique, it explains the various funda- 
mentals entering into this new form of merchandise presenta- 
tion and enables the displayman to understand their importance 
. THE WINDOW DISPLAY MANUAL provides schooling 
in angles, height, balance, color, contrast, the grouping of the fix- 
tures, the four set-up methods—back-height; stair-step; mechanical 
symmetry; perspective—the set-up construction of a window. . 
If your 1933 windows are to represent 1933 America, THE WINDOW 
DISPLAY MANUAL must be considered. 


Carl V. Haecker, Montgomery Ward 
& Co.—'The best book I have seen 
prepared for educating and assist 
ing displaymen.” 
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G. A. Smith, National Display 
Counselor— Chapters & to 19, con- 
taining the fundamentals of dis- 
play, are worth the price of the 
hook alone.” 


Clement Kieffer, Jr The Kleinhans 
Co., Buffalo, N. —'A quick per- 
usal was all th - Was necessary to 
determine that this book will find 
a niche in every displayman’s 
library.” 


S 


Per Copy 
Postpaid 


Order your copy 
A Combined Text and 
Reference Book, Complete 
in Text—90,000 Words— 
More Than 450 Illus‘rations 
—Attractive, De Luxe Clctn 
Binding—Will Prove Its Value 


mrs OG2ZCOA> ANCH Ne 














on Sight. 
DISPLAY WORLD, Cincinnati, Ohio 
Gentlemen: Enclosed find money order 
for $5.00 for one copy of The Window 
DISPLAY MANUAL. by Jack T. Chord. 
Please ship at once to. 
| A a ae. UT CE ees emt ee Se OneN 
OU ae tore oR AO oe tee SRP SNaN eS ole fears 
ity hese: +1. State What are you giving the ‘“‘boys’” in the department for Christ- 
adorn a niga mas? .. What are the boys in the department giving “‘you” 
ing $2.00 to the price of for Cheinnes? : Whether a student of display or a display 
the a +o _ director THE WINDOW DISPLAY MANUAL will prove the 
Ww 1 inciude subD- 
cotati to DISPLAY ideal Christmas gift. It will enable the reader to understand 
WORLD, either new, the ‘“‘Continental’’ technique, and 1933 displays will demand 
se pote gue $1.00. ete “t~ a forceful display merchandising policy. “t- wg 








